PH« lr> P -M.P.B.BLS-M-g.A _ INTER-OFFICE CORRESPONDENCE 

120 PARK AVENUE, NEW YORK, NY 10017-5592 


TO: Adrian Marrullier 

FROM: Shari Teitelbaum 

SUBJECT; 1994 V Wear QuaKVue — Final Report 



DATE: April 19,1994 


Attachad ar© the findings from the QualiVue study recently completed on the 
1994 VWear mailing. Overall, the objective of the study was to understand 
consumer response to the 1994 V Wear program and to provide input for order 
quantities. Specific areas of interest were as follows: the relative appeai of the 
various items included in the collection, the brand and smoker imagery 
projected by the Catalog, and a comparison of the 1994 and 1993 VWear 
Catalogs. We also examined consumer awareness and involvement with the 
Virginia Slims Club concept. 

M ftib.g-daJ.fl AY 

Semi-structured, in-depth interviews were conducted among 179 female 
smokers who were aware of receiving the 1994 V Wear Catalog mailing. The 
sample was drawn from the Philip Morris Direct Mail Database and was 
representative of the mailing's demographic profile: all were female smokers, 
with 30% aged 21 -34,30% aged 35-44 and 40% aged 45-64; in terms of 
regular brand usage, 65% smoke Virginia Slims and the remaining 35% 
competitive 100/120’s cigarettes. We also made sure that we spoke to at least 
30 women who had responded to the 1993 Catalog. 

This analysis is a synthesis of both closed-ended tabulations and open-ended 
responses. 

Summary of Findings 

As indicated in the Topline, overall response to the 1994 Catalog was very 
favorable. The 1994 V Wear Catalog was very effective in generating attention 
and involvement, with readership and interest in ordering significantly higher for 
the 1994 Catalog.than for its 1993 counterpart The Catalog also served to 
reinforce smokers’ already positive perceptions of Virginia Slims imagery ~ as a 
brand for sociable, modern, active, and stylish young adult women. These 
perceptions of the Catalog's orientation are consistent with what we hear 
expressed about the brand's image during qualitative research. 

When rating the 1993 and 1994 Catalogs on a series of attributes, the one big 
difference between the two is that the 1994 Catalog is viewed as more upscale 
than the 1993 version. This is the result of the 1994 Catalog’s unique, upscale 
styling and presentation. The "packaging" was described as classy, 
professional and tasteful, and thereby encouraged recipients to read It and 
enhanced the desirability of the merchandise. Both the 1993 and 1994 
Catalogs were perceived to be trendy, for stylish women and for younger adult 
women. Neither Catalog is considered descriptive of olderwomen. 
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Consistent with findings from the 1993 QualiVue, the leather jacket helps set the 
quality, stylish, up-to-date tone for the Catalog. Furthermore, the tighter should 
once again be the most often ordered item, as it is both practical and attractive 
while requiring a low level of UPC's. Most of the other items were also well- 
regarded and stimulated the interest of the intended audience, with the 
exception of the floral scarf, choker kit, and tattoo kit. These results also bear 
out the findings from the qualitative research conducted on the collection in 
August 1993 in Baltimore. 

In general, the merchandise appears to be more relevant to young adult 
smokers than to smokers over age 45. Itisnotsurprising.then.thatthe most 
often recommended improvements for future Catalogs often involved offering a 
wider array of both styles and sizes - which would be appropriate for older as 
well as young adult women.' 

Not surprisingly, Virginia Slims smokers have significantly higher interest in the 
Catalog than competitive smokers. However, the Catalog does appear to be 
able to generate some incremental purchasing among competitive smokers, as 
38% of them indioate that they will buy Virginia Slims more frequently as a 
result of the V Wear Catalog. 

Those who ordered from last year’s Catalog are also disproportionately likely to 
order from the 1994 Catalog. This highlights smokers' satisfaction with the 
quality of the items they received last year. 

Rndings about the Slims Club are consistent with those described in the 1993 
Direct Mail Research Rnal Report (March 9,1994). Slightly less than half of the 
mailing recipients are aware of the Club, and of those, about two-thirds indicate 
that they are indeed members. Members of the Club exhibit a high degree of 
satisfaction with being a part of it and are appreciative of the fact that Virginia 
Slims recognizes them and cares about them. They clearly enjoy both its 
tangible advantages (coupons and free gifts), and, perhaps even more 
importantly, the intangible, emotional benefit of being recognized and 
appreciated as a smoker. Also consistent with previous research, there is some 
confusion about how one gets to be a member of the Slims Club. 


Attachment 
cc: D. Beran 
J. Bonhomme 
P. d’Albis (LBCo) 
E. Franklin (LBCo) 
E. Gee 


K, Lalley (LBCo)) 
S.LeVan 

C, Murray 

D. Ryan (LBCo) 
M. Valinoti 
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FUNCTIONAL IMPACT CHART 


Inputs 

Source 

1 

My Job 1 

Output 

Distribution 

Brand & Purchasing & 
LBCO/Backor description, 
elements, etc. (including 
desired program audience). 

Custom consumer rescarch- 
usually qualitative“With key 
consumer segments. 

i 

Desenbe scope of functional 
responsibility* 

Wiien needed: 

- Obtain consumer input about 

Report 

Brand Purcfiasing, 
Agency 


program ai>d elemenls (e.g, 
creative^ catalog/ifems, 
exccutioiVrcdcmption 
mechanics). 

- Provide findings and 
implications for refinement of 
program/elements. 


Time needed to complete (m weeks): 

Qualitative: 

4-8 weeks, depending on 
availability of stimulus materials. 

Quantitative: 

6-10 weeks after receipt of 
materials. 
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FUNCTIONAL IMPACT CHART 



Describe scope of functional 

responsibility: 

When needed: 

Follow up research to: 

- track performance 

- obtain an early estimate of 
response to program/elements 

- obtain consumer feedback on tlie 
program/elements 

- provide input for refining/ 
devclq>ing future programs 


Report/Presentalion 


Time needed to complete (in weeks)- 

Varies depending on scope of 
project. May provide tracking data 
on an on-going basis and otfier 
feedback periodically. Usually 
need 2-4 wc^ks to set up, 2-4 
weeks after interviewing for 
report. 



Distribution 


Brand, Agency, MI&A, 
Purchasing 
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FUNCTIONAL IMPACT CHART 
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FUNCTIONAL IMPACT CHART 



legedQiiroz 

I ' 
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Functional Area: Purchasing Functional Responsibility: Purchasing Manager 
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s 

Source m— 

ImSWtEaE 

b 


Development supplier 



FUNCTIONAL IMPACT CHART 


Describe scope of functional request 
responsibility: ^ 

Include in bid package 


Distribution 


Vendors quoting 


Time needed to complete 
(in weeks); 

2«4 weeks 
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FUNCTIONAL IMPACT CHART 





Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 



Philip Morris USA Continuity Promotions 

Functional Area: Purchasing Functional Responsibility: Purchasing Manager Name: John Trojanowski Page No. 7 


FUNCTIONAL IMPACT CHART 



opsempoz 
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FUNCTIONAL IMPACT CHART 


Source 


Buyer 

Describe scope of functional 
responsibility: 

Circulate for approval by 
Brand, Finance, 
Purchasing 


i 

1 






Time needed to complete 
(in weeks): 

1-4 days 
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TIMELINES 


"How Long Does It Take 
To Get A Keychain??????" 


The Importance of Long-Range 
Planning to Support the Process 


Source: https://www.indu stry documents.ucsf.edu/docs/xnxlOOOO 
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BID REQUEST 
Request for Quotation 

Step 1 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 




■••VjT; ii 


•:^^ 12,800 

■^-pi«6es 




PLEASE SUBMIT i^COMPLETED QUOTATION USING THIS FORM, BASED ON THE 
ATTACHED SPECIFICATIONS. ' V* 'v- . . 

ONE SET OF YOUR QUOTATION MUST BE SENT IN A SEPARATE ENVELOPE, ' r 
SEALED AND CLEARLY MARKED: '^SEALED QUOTATION: v,- r. ^ . 

Leather Duffsl _^PROMOTION" 

TO THE ATTENTION OF EACH OF THE PERSONS USTED BELOW: ' ; ; ' 








r jk ♦is5«.-:;r-2 


V-rV^incent Occhiuto 


- - 





PH-USAACCOUNTINQ . .. 

- ‘v •■•>>-.■*=»!' ■• 

1WVELORES MUST BE RECEIVED BY IMAU. OR HAND BY PHIUP MORRIS USA AT 
THE ABOVE ADDRESS NO LATER THAN NOON ON THE ABOVE DATE. - 


saS^'-'." 


, r-. r-*.:.- -i .•_>• 

REQUESTED SAMPLE(S) SHOULD BE SENT IN SEALED PACKAGES ONLY TO 
THE PURCHASING DEPARTMENT INDIVIOUAL. 


PLEASE DIRECT ANY QUESTIONS CONCERNING THIS BID TO . - , • 

ilfar V-tefcor-ta StryeBaek - 7th Elrt . BEFORE THE DUE DATE 

PLEASE HOLD YOUR CALLS CONCERNING THE STATUS OF THIS BID; YOU WILL 
BE raNTACTED WHEN A DECISION IS MADE At'.'•. • 

Vv!- “ y'\'' ' 'v • 





































MERIT LEATHER DUFELE 


1. 


c.[ii)fr.RA 1. . iu:ii.QRtn'mhij. 

A MEDIUM SIZED PIGSKIN NAPPA DUR'I.E BAG, WITH A SINGLE ZIPPER MAIN 
COMPARTMENT OPENING. ONE END POCKET WITH TOP OPENING ZIPPER ACCESS. 

SIDE ZIPPER OPENING ENVELOPE POCKEF. INTEGRATED CARRY HANDLES OF PIGSKIN 
REINFORCED WITH HEAVY NYLON ROPING . ADJUSTABLE PIGSKIN SHOULDER STRAP 
THAT IS UEMOVHADl.H USING DOGLiiA.SH SNAPS. RR-LY LINED WITH POLYESTER 
TWCLL. 

-OVEILALL SIZE IS 20''LONG X K'AVIDi: X UrillGH 

- CARRY HANDLES HiA lURE A HOOK AND LOOP PADDED LEATHER HAND GRIP. 

- OPEN CELL FOAM PADDED LEA'niER SHOULDER PAD ON ADJUSTABLE REMOVEABLE 
SHOin.DER STRAP. FOAM IS lOMM THK’K 

- ANTIQUE BRASS ZIPPERS USED rUROUGHOin’WITH ANTIQUE BRASS SLIDERS AND 
HEADt;RS 

- INIEC.RA'l llD RIGID DO ITOM 01 PVC' SHl-.ET 3 0 MM THICK .COVERED WITH POLYESTER 
TWILL LINING. 

-FIVE ANTIQUE BRASS RIVLII.D lO THE BOITOM OF THE BAG. 

- LETT SIDE END POCKirP tU.Vl URLS AN INTERIOR "WET POCKET" OF 210 T NYLON (120 X 
W. 80x80) WITH PU COATING, l.ND 1>ANEL RT, SIDE HAS INTEGRATED ENVELOPE 
POCKETS 

- LEATHER PIPING ON P.NI) SI.AMS 

coNsritvcrioN DirrAti.s asd components: 

OU'ILR SHFDL; PIGSKIN NAPPA SKIVED TO L2 TO 1.4 MM THICK. DIED TO 

MAIC'H COLOR SPECIFICATIONS. 

lN-n,R!()R LINING lOOV, POI.YF.STER TWILL LINING S 5 TO 6.0 OZ PER 

SQUARl. \ ARD DYF.D TO MAICH COLOR SPECIFICATIONS. 
L(.XK) 1 MBOSSl 1) PRiSKlN PA IXTl 1"LONG X I .V’ WIDE SEWN ON 



Source: https://www.in(dustrydocunnents.ucsf.e(du/docs/xnxl0000 
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MERIT LEATHER DUPFLE 


2. 


CONSTRUCTION DETAILS AND CO,i{l>ONENTS (CONT'D): 


LOGO comU: 
ZIPPERS: 


PIPING; 

IIARDWAKl-.. 

THiyZADS; 


lO SIOF. Ol- BAG. CENTERED. MERIT LOGO AND RHOMBOID 
ANTIQUE BRASS ZIPPER TEETH. 

ZIPl’ER TAPE DYED TO MATCH COLOR SPECIHCATIONS. 
ANTIQUE BRASS ETNISII METAL SLIDERS AND PULLS. 

SIZE: n5 YKK OR EQUIVALENT QUALITY. 

PVC PIPING 4 OMM THICK COVERED WITH PIGSKIN NAPPA. 
Al.l. MHTAI. ANTIQUE BRASS FINISHEDD lUNGS, LUGGAGE 
1 l.in . .AND llANDI.l. AlTACHMlvNT RINGS. 

NYLON niREAD USED THROUGHOUT DYED TO MATCH 
COMPONEN rS BEING SEWN. 


COLOR SPRCirrCA TIONS: 

MERIT BROWN: CLOSE. TO PMS I.S4I.I OR AS SAMPLE SUBMITTED. 

ALL PIGSKIN NAPPA. /\ND POLYESTER LININGS AND 
NYI.ON LINING AND ZIPPER TAPE. 


HANCTAG srcC/nCA TIONS; 

HANGTAG TO BE Al-FIXED WITl I TI IE SWIIT TAG PLASTIC ATTACHMENT LOOP METI lOD 
TO CARRY HANDLE. HANG TAG TO BE SUPPLIED BY MERIT. 

RA CKING S I’HCI ri CA TiON S.- 

EACH BAG IS PACKED WITHIN A POLYBAG 1 MIL T HICK TAPED SEALED. FOLLOWING 
INFORMAUON MUST' APPEAR ON 1 HEOU I SIDP.OP THE POLYBAG; 

STYLll# UN# 

l‘.0 # COUNTRY OT ORIGIN: 

WARNING 

rijKSTICRAGS CAN lili DANGEROUS. TO 
AVOID DANGER OE SUFFOCATION. KEEP THIS 
WRAPPER A WAV' FROM llAlilES AND CHILDREN 
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MERIT LEATHER DLIFFLH 


3. 


PA CKIN.C_SPEC1FICA TJONS (CONT'D): 

PACKING: 12 PIECES PER CARTON. 

MASTER CARTON SIZE: 2.4 C'UBIC rCET (ESTIMATED) 

.MASTER CARTON WEIGiri’; I6KG.S (ESTIMATED) 

♦SILICA PACKAGE PLACED IN MAIN COMPARTMENT SECTION OF EACH BAG. 


Source: https://www.inciustrydocurrients.ucsf.eciu/docs/xnxlOOOO 



MERIT LEATHER DUFFLE 
BID PACKAGE - TERMS AND CONDITIONS 


Freight Terms • 

- Off shore items: CIF Duty Paid to POE BALTIMORE (Insurance Coverage Doorto Door) - Third Party Billing POE 
to Final Destination 

+ NOTE: Offshore vendors must provide 48 hr, advance shipment clearance notification to PM USA 

Transportation Dept, FAX-(212) 880-3112 - for PM carrier assignment to transport goodsfrom POE to Rnal 
Destination. Failure to comply will result in vendor being assessed with any incremental freight charges 
incurred by PM USA. 

• Domestic items: FOB Destination, Freight Collect - Third Party Billing 

+ NOTE: Purchasing will provide Vendors with PM USA Transportation Routing Guide. Failure to comply will 
result in Vendorbeing assessed with any incremental freight charges incurred by PM USA. 

- Off-'Shore and DomesticiXems: Vendors v/ill be responsible for providing incoming production and/or shipment 
schedule to PM USA Purchasing and Transportation Departments. 


Payment Terms - 

- No Letters of Credit 

- Terms will be 1/10/30 (1% 10 days; Net 30 days) 

• Invoices will be paid based on quantity and quality verifications performed at Fulfillment Center. 

- Payment will be made at receipt of invoices at PM USA Accounts Payable. New York with receipt 
verification of goods at Fulfillment Center. 

- Payment timing begins at receipt of invoice in Accounts Payable or receipt of goods at Fulfillment Center 
whichever IS later. 


Quality / Quantity - 

Quotations must be per the attached specifications. 

An outline of quality control procedures to be used at production factories will be required with the bid. 
PM USA reserves the right to monitor vendors’quality control through an independent Quality 
Assurance Agent. 

PM (orhs representative testing agency) reserves the right to pre-inspect and approve each 
plant and to spot check during production. 

PM Quality Assurance Agent will issue a certificate of inspection forall off-shore shipments. 

Bar Codes may be required for incoming cases. Vendor will advise c^abilities with bid package. 

Case count for each item must be consistent. Vendor will advise packing factor. 

Vendor will not mix Items and/or sizes within acase. 

Case marking must be per specifications to be included in purchase order. 

All invoices, packing slips, and bills of lading musf reference. 

+ Purchase Order number. 

+ POS Number 
+ Line Number (from P O ) 


Pricing / Vendor Selection - 

- PM USA reserves the right to have single or multiple vendors on any or all items. 

Offshore vendors must have at least two factones qualified to manufacture each item. 

Bidders must provide the following for each item 
+ Country of ongin. 

+ Specific producing p!ant(s) and addresses for each plant, (for PM USA quality audit purposes) 

-t* Capacity (available to PM USA ) of each plant in nurriber of pieces per day, per week, per month. 

Vendors are encouraged to quote on Domestic and/or Off Shore production. 

Prices will be fixed for the duration of the program Pricing to be fixed from 5/1/94 through 8/1/95. 

Vendors should base bids on total forecast quantity Please advise min. reorder quantity necessary. 

Vendors are encouraged to provide rebates based on quantities above those shown in 10% 

increments, i.e.. 110%, 120%. 130....up to 200%. Rebates should be retroactive to cover entire quantity; i.e., 

not apply on to in ere mental quantity. 

PM USA will commit to purchasing 30% of total forecast quantity forthe initial order. 

Page 1 
4/18/94 
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Delivety Sch&duie 

- (nitialdeliveries are desired at Fulfillment Centerby 8/1/94, If delivery cannot start by that date, indicate start 
date (assume you will receive a P.O 2 weeks fro mb id due date.) 

- Offshore vendors must provide anticipated date production will be booked. 

• Vendors must provide delivery schedule forthe initial 30% of the estinnated volume. 


Sampfes 

* Bids must include samples representative forquality. material, design aind size(one of each size). PM samples 
must be returned. 


Negotiation 

- In the course of this bid, Philip Morns USA will exercise its option to negotiate total cost-to Include 
consideration of price, delivery and quality. 


Terms & Conditions 

- Vendors must acknowledge receipt of and agree. In writing BELOW, to accept these terms and conditions as 
well as those on the reverse side of the purchase orderdocument. 


Company Name 


Date 


Signature 


Title 


Page 2 
4/18/94 
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BID RESPONSE 

Winning Vendor's Response 
to PM-USA Specifications 

Step 2 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 



ELEVEN PENN PtAZA* NEW YORK. NY. 10001-2006 


May 12.1994 


Vine© Occhiuto 
Philip Morris, Inc. 

USA Purchasing 

120 Park Avenue 

New York, New York 10017 

Dear Vince; 

Enclosed please find, for your consideration, completed bid sheet for "Merit Leather 
Duffle." Unit price is based on your exact specifications as per your RFQ packet 
dated 4/21. Minimum reorder quantity is 2400 pieces. 

We can offer you a 1% rebate per 10% incremental increase in quantity with a cap of 
5% as follows: 


Quantity to 12,800 


Price as Quoted 


from 12,801 -14,080 
from 14,081 -15,360 
from 15,361 -16,640 
from 16,641 -17,920 
above 17,921 


1% rebate 
2% rebate 
3% rebate 
4% rebate 
5% rebate 


To enhance your product offering, we are also offering at no additional cost, a Merit 
logo water bottle to accompany the duffle. 

We can deliver to your fulfillment center by 9/25, based on order confirmation by 5/20 
and color approval by 6/10. Requested sample of bag and proposed water bottle will 
be delivered to your office on 5/18 as specified in your RFQ sheet. Please note it will 
be black pig skin due to short lead time. Sample of brown leather will be delivered by 
6/10, based on order confirmation by 5/20. 

Jay Carothers, Vice-Chairman of Macy Product Development will bo meeting with 
your respective financial/contract personnel on Wednesday, May 18th to review all 
terms and conditions, therefore I have not enclosed factory name/address in this 
packet. 


f 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 
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upon order confirmation, a weekly production calendar will be submitted to your office. 
Approximate daily capacity of factory is between 2,000 pcs. per day. Country of origin 
is China. 

Please feel free to call me at (212) 494-6360 if you have any questions regarding the 
enclosed. Look forward to establishing a mutually beneficial relationship with Philip 
Morris USA. 


Sincerely, 

Mary Ott 

Merchandise Vice President 


CC: K. Bunte 
D. Elfar 
S. Lizza 
D. Werth 


Richard Crystal 
Jay Carothers 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 
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MERIT DUFFEL 



FACTORY: Cherrilite Co. Ltd. 

72-80 Hui Yuen Rd 
Kwun Hung 

<^'^erbyS/^ 

Actual brown full complete sample to New York by 6/10 - 6/15. Final sample 
process to begin on S/20 with order confirmation. (S days to color skin, S days to 
make complete sample, S days to ship to New York and approve). 

Skin cut by 6/24 \ 

4300 pieces (20* container) by 7/12 

Trucked to port by 7/15 

Approximate eta to fiilfillment center 8/9 

Second 8,600 pieces available by 7/28 (40* container) 

Trucked to port for 7/30 
Approximate eta to fulfillment center 8/24 

Single line factory capacity 5800 bags per week 

Plan for Merit Dufiel 3000 bi^ per week + or - as necessary 

25 work days or 4.3 weeks to produce 12,000 dufifels 

Mechanical for logo embossing will be needed upon order confirmation 

Hang tags supplied by Merit by 6/15 

This schedule is based on order confirmation by 5/20. If the order is received one week 
later than 5/20, the schedule will be pushed back one week if we receive the order two 
weeks later than 5/20, the schedule will be pushed back two week, and so on. 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 




FINAL PRODUCTION SPEC 
Prepared by Winning Vendor 
to Use in QA Set*up & Final 
Evaluation of Bid Award 

Step 3 
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Macy Fr(^uct Devefopment 


Season: 
Style #: 
Design #: 
Size Range: 
Block Ref: 


Style #: 


DUFFEL BAG 


Fall 1994 
DUFFEL BAG 
PM-01 

1 size 


Dept: Philip Morris/Merit 

Item: Medium Duffel Bag 

Fabric: Napa Pigskin Leather 

Vendor: Alvin 

Country: China P.Ayp.O,: 


TECHNICAL REPORT 

Page 1 of 8 

Report Date: June 081994 

Report #: PM0601.1 

In Store; 

Ship Date: 


Market Rep.- 
Tech Dsgnr: 
Prod. Mgr: 

Local Office: 

Frank Rubacky Quou Ctgry; 

Lisa Carson Ctry Origin: China 


Appn Status; NOT APPROVED 

Samp Reqrot: C/Sample For Color 

Body Type Sent: 

Sketch: 

1'" .. 

C:\FTCOLOR\DUFBGFT.TIF 

Sketch; 

C:\FTCOLOR\DUFBGBK.TIF 




Philip Morris PAff Y13781 


6SSe99It702 


styiecrt 06Aprd4 


MOFOSHR 


Prototype 


DUFFBAQ 


(C)l«* ,H.Miwy&Co.,UK. 
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acy Product Development 


Season: 
Style #: 
Design 
Si 2 e Range: 
Block Ref: 


Fall 1994 
DUFFEL BAG 
PM-01 
1 size 


Style U: 
Dept: 
Item: 
Fabric: 
Vendor: 
Country: 


DUFFEL BAG 

Philip Morris/Merit 
Mediuiri Duffel Dag 
Napa Pigskin Leather 
Alvin 

China P.AJP-0.: 


Constructi on Diagram 

Page 2 of 6 
Report Date: June 08,1994 

Report #: PM0601 *1 

In Store: 

Ship Date: 


Drawing 1 : DUF-BTM.WMF 


Drawing 2: HANDLE.WMF 
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^acy Product Development 

Style#: 

DUFFEL 

Season: 

Fall 1994 

Dept: 

Philip Morris/Merit 

Style #: 

DUFFEL BAG 

Item: 

Medium Duffel Bag 

Design #: 

PM-01 

Fabric: 

Napa Pigskin Leather 

Size Range: 

1 size 

Vendor; 

Alvin 

Block Ref: 


Country: 

China I 


Drawing I; FRDGLSH5.TIF 
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Construction Diagram #2 

Page 3 of 8 
Report Date: June OB, 1994 

Report#: PM0601.1 

In Store; 

Ship Date:_ 
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MDFOSHR 


Prototype 


DUFFBAQ 


<C)19', H.Macy&Co.,lftc. 


Source: https://www.industryclocuments.ucsf.edu/docs/xnxlOOOO 



















Macy Product Development 


Season: 
Style#: 
Design #: 
Size Range: 
Block Ref: 


Fall 1994 
DUFFEL BAG 
PM-01 
1 size 


Style#; 

Dept: 

Item: 

Fabric: 

Vendor: 

Country: 


DUFFEL BAG 

Philip Morris/Merit 
Medium Duffel Bag 
Napa Pigskin Leather 
Alvin 

China P.AyP.O.: 


Development History (L) 

Page 4 of S 

Report Date: June 08,1994 

Report#: PM0601.1 

In Store: 

Ship Date: 


Spec Form: 


LUGGAGE 


Measurement Term 


201 iBag Length (along bottom edge) 


205 Bag Width 


209 Bag Height 


220 Main Compartment Zipper Length 


216 End Pocket Opening 


217 End Pocket Depth 


216 Side Pocket Width 


217 Side Pocket Depth 


220 Side Pocket Zipper Length 


201 End Compartment Length 


220 End Compartment Zipper Length 


Handle Tabs PlcmnL(from ends) 


237 [Handle Length (edge to edge) 


239 Handle Circ. (at high point) 


211 Handle Pad Closure-length 


215 Handle Pad Closure-width 


Handle Pad Turnback 


Strap Length (edge to edge) 


236 [Strap Width (edge to edge) 


211 Reinforcement Tabs -1 x w 
Corner Lugg. Feet - frm. sides 


Middle Lugg. Foot -Irm* sides 


201 (Inside Bottom Panel - Length 


205 Inside Bottom Panel - width 


Logo Placement 



devtusf 06 / ''A 


29Q£.991^02 


MOFOSHR 


Prototype 


DUFFBAG 


(Q, tRMacy&Co.lrw 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxl0000 










































































































integrated Bottom PVC sheet is covered with twill weave, 100% polyester DTM lining as main compartment 


dpJecref rM >4MicrwiyiuuwcsInc. 


(C)l >4 Micrwiyiuuwcs Inc. 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 























































Prototype 

Styled 

Division: 

Season: 

ftcm: 

Page 


Material Specifications 


Macy Product Development 


DUFFBAG 
FALL94 1 

MDFDSHR ! 

Medium Duffel Bag 

6 of 8 


Design If: PM-01 

Size Range: 1 size 


Market Rep: 

Block Ref: 

Appr, 

Date: June 03,1994 

Report Date: June 07,1994 


10:54 am 



dpackg 11/ 




rfictodyninucs Inc 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 



























































































Prototype 

Styled: 

Division: 

Season: 

Kern: 

Page 


DUFFBAG 

FALL94 Design #: PM-01 

MDFDSHR Size Range; 1 size 

Medium Duffel Bag 
7 of 8 


Packaging & Shipping 


Market Rep; 

Block Ref; 

Appr. 

Date; June 03,1994 

Report Date: June 07,1994 


Macy Product Development 


10:42 am 


POLYBAG 


PACKING MISC. 


PACKING METHOD 


HANGTAG 


Each duffle bag packed {Place following in the |12 pieces per carton 


within a polybag and Main Compartment of 


tape sealed. (each bag: 


liZiISQZl^SEXuI 


Printed on poly bag: jSilica package 


[Master Carton: * 


SIZE; est 2.4 cu. ft. 


WT: est. 16 kgs. 


Carton Markings: 


tag plastic loop method 


|to carry handle. 


jHangtag supplier by 


Merit. 


STYLE #: 


RN #: 


COUNTRY OF ORIGIN: 


[Shoulder strap (rolled, 


packed with plastic) 


WARNING: 


PLASTIC BAGS CAN BE 


DANGEROUS. TO 
AVOID DANGER OF 
SUFFOCATION, KEEP 


THIS WRAPPER AWAY 


FROM BABIES & 


CHILDREN 


dpackg11/2r 




:todynunic$ Inc. 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 














































Prototype 

Style #i DUFF8AG 

Division: FALL94 

on: MDFOSHR 


Time/Action Calendar 

Size Range: 1 size 
Market Rep: 

Block Ref: 


Macy Product 



Medium Duffel Bag Appr. 

iDcsIgn#; PM-01 Date: June 08, 1994 

[Page_ B of 8 _Report Pate: June 08,1994_9:15 am 


Event Name 

Plan Date 

Rvsd Plan Date 

Date Completed 

Notes 




)■■■■■■ 


lliTSs 










Bid Submit Date 










PM P,0 Received 

■ 









Color Approval 










Materials Approval 










Counter Sample Approval 










Trim/Labels In Factory 










Start Production 










\. Inspection 










X-Factory Date 










In DC Date 










Reorder Date 

i 

1 








Start Production 






1 




Reorder X-Fty Date 










Reorder In DC Date 

[ 
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i . _ 


1 









1 
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17 Mar 94 


(C) I993«94 Mjcrodynjumcs [nc 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 
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PURCHASE ORDER REQ 
The Necessary Signatures 
At the Necessary Time 
To "Make it Happen" 

Step 4 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 


2041883567 



Form #1507 

PM INC REV 4/60 

COMPD/466A/A142 


PURCHASE REQUISITION 




ORDER FROM: MACYS PROD UCT DEVELOPMEIsrT 
11 Perm Pleiza 


SHIP TO: 






New York, New Y ork 10001 
ATTN: MaryOtt 
Catedog Resources In c. 

100 Commerce Way 
Dover, DE 


QUANTITY 


6,400 


ITEM 



UNIT PRICE TOTAL 


Merit Awards Collection 
Leather Duff^^Bag 

POS # 73892 

Please note add'I volume rebate available 
to Merit after surpassing forecasted qty. 
of 12,800 (see letter from Mary Ott attched) 

' Lead Times: -iHO Days 

> Vendor to maintain pricing from: 
to: 5/1/94 to 3/31/95 

> Stgned' aorrjBnuiit .oo-^i ts 

• Minimum reorder quantity: Bags 

TOTAL 


$22,25 


ACCTG. CODE: 


7?4'iV<Y3-T3or~~iV-r~:fr<~^ ' 


Acctg. Dept. 
Approval: 




i/ 




Prepau-ed By: 

Depairtmental 
Approved: 

Executive 
Approval: 


$142,400.00 


$142,400.00 



V/Strychack 




Source: https://www.industrydocunnents.ucsf.edu/docs/xnxl0000 


2041883560 






WIM 

MAtNC fCSI 
COMP 04A4«A^A\A2 


PURCHASE REQUISITION 





UNIT PRICE 


TOTAL 


o^M4-ZAe/L 

j^escAiPn'oJ: j pigskin nappa Dun-'u-: bag. with a single zipper main 

COMPARTMENT OPENING. ONE END IXXTKET WITH 1X)P OPENING ZIPPER ACCESS, 

SIDE ZIPPER OPENING ENVELOPE POCKET. INTEGRATED CARRY HANDLES OF PIGSKIN 
REINFORCED WITH HEAVY NYLON ROPING . ADJUSTABLE PIGSKIN SHOULDER STRAP 
THAT IS REMOVEABLE USING DOGLEASII SNAPS. RJLLY LINED WITH POLYESTER 
TWa.L. 

- OVERALL SIZE IS 20"LONG X S"WIDE X KrillGII. 

- CARRY HANDLBS FEA ITIRE A 1 tOOK AND LOUP PADDED LEATHER HAND GRIP. 

- OPEN CELL FOAM PADDED LEATHER SHOULDER PAD ON ADJUSTABLE REMOVEABLE 
SHOULDER STRAP. FOAM IS lO.MM THICK 

- ANTIQUE BRASS ZIPPERS USED TilROUGItOUT WITH ANTIQLIE BRASS SLIDERS AND 
HEADERS 

- INIEGRA'IED RIGID BtJ'ITOM Ol' PVC' SIIEFri’ .1.0 MM THICK .COVERED WITH POLYESTER 
TWILL LINING. 

- FIVE ANTIQUE BIU\.S.S FEIH' RIVE H-D IO Till- BO ITOM OF THE BAG. 

- LEFT SIDE END PCK'Kirr IT.ATURF.S AN INTERIOR "WET IXJCKET" OF 210 T NYLON (120 X 
90. 80x80) WITH PU ('OATINCi. END PANEL RT. SIDE HAS INTEGRATED ENVELOPE 
POCKETS. 

- LEATHER PIPING ON END SEAMS. 


PURPOSE_ 

DATE REQUIRED, 

OEUVERTO_ 

ACCTG. CODE— 


DEPT_ 

ACCTG DEPT 
APPROVAL_ 


PREPARED BY- 


DEPARTMENTAL 
APPROVAl_ 


EXECUTIVE 

APPROVAL. 



Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 


2041883567 









PURCHASE ORDER 
"Now It's Happening" 

Step 5 


r 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 


2041883570 



PURCHASE ORDER 

OFFICE COPY 

PMUSA ftgva« COMBSO< 4 ) 



PHILIP MORRIS 

U.S.A. 

lao New YO«c M.Y lanr 


..VENDORNO. 335829 


SHOW th;s oftoc?? no . 
OHYCXiaiNVCCC 


CASUI M)OWM: iNXS NEW YONK 
woNfc*m4oooe>tt wm w tot 

OATH 


Yi378i 

06/10/94 


VENDOR: MACY PRODUCT DEVELOPMENT 
li PENN PLAZA 
NEW YORK, NY 


<£> 77 " 


SHIP CATALOG RESOURCES, INC./LCS 
TO 155 COMMERCE WAY 

iOOOi DOVER, DELAWARE 


19901 


REQUISmONER 

BUYER 

BIO RER/EXR INT. 

CONFIRMING TO 

[TAXABLE. 

N. 8UTER . . 

V. 8TRYCHACK 

Y4AMP 


[x NO TAX 

F.O.B. 

ROUTE VIA 

PREPAID 

1 TERMS 



PLANT 


FRT PAID 

haiT 30 


t. PurchAMOrtWnurnb^muMappMronaiirTvoioM.bMtotfMdkveMM.pKMn^ 

2. lnvo<OMnHJi(b«r«od»r»d(X)d«yoftNpm«n(h>*ta(>PirkAi^«ou«,N y.. N.V. 10017 
2.n«f«rtoPM USA NoutinQ Quid* WinWMJfion* on OMTt*fMtec6on«nd freight Invoicing 


UNE 


QUANTTTY 


UM 


UNIT PRICE 


AMOUNT 


OOi 


6,400 EA 


22.25 


142,400.C 


PART/DESC 73892 MERIT LEATHER DUFFLE BAG 

MERIT AWARDS COLLECTION 

PIGSKIN NAPPA DUFFLE BAG, WITH A SINGLE ZIPPER MAIN 
COMPARTMENT OPE^^NG* ONE END POCKET WITH TOP OPENING 
ZIPPER ACCESS. SIDE ZIPPER OPENING ENVELOPE POCKET. 
INTEGRATED CARRY HANDLES OF PIGSKIN REINFORCED WITH HEAVY 
NYLON ROPING* ADJUSTABLE PIGSKIN SHOULDER STRAP THAT IS 
REMOVABLE USING DOGLEASH SNAPS. FULLY LINED WITH POLYESTER 
TWILL. 

-OVERALL SIZE IS 20 •* LONG X WIDE X 10” HIGH 

- CARRY HANDLES FEATURE A HOOK AND LOOP PADDED LEATHER HAND 
GRIP. 

"OFEN CELL FOAM PADDED LEATHER SHOULDER PAD ON ADJUSTABLE 
REMOVEABLE SHOULDER STRAP. FOAM IS lOMM THICK 

- ANTIQUE BRASS ZIPPERS USED THROUGHOUT WITH ANTIQUE BRASS 

ANJTi UJC*ATSgC'Q \ 

-INTEGRATED RIGID BOTTOM OF PVC SHEET 3.0 MM THICK COVERED 
WITH POLYESTER TWILL LINING. 1 

-FIVE ANTIQUE BRASS FEET RIVETED TO THE BOTTOM OF THE BAG. 
-LEFT SIDE END POCKET FEATURES AN INTERIOR "WET POCKET” OF 
2iO T NYLON <120 X 90, SOX80) WITH PU COATING. END PANEL 
RT. SIDE HAS INTEGRATED ENVELOPE POCKETS 
-LEATHER PIPING ON END OEAMS. 

<CONTINUED NEXT PAGE) 
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cn 
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By 


PHIUP MORRIS U.S.A. 


TVMjPuACHAae onocn w ALJO TO 7m pmrrEo cONornoNS OH THK F 

ON THMI SUtJECTMArrtlt NO mvWK5« ADC 

FONM 0« cm««w»ie wmioor KfVeA’* W«n7eN AOnCOmKT AMV «HiPMeMT HMUMOCT o 


ANO TO Ali «T»CHMC>fT»HOSfTO 

ANY0FTHei#iKAa.*ec7^e- 

re* AOC«r»NC« lY 8CLLER 


LLER or AU. TCTM« ANO OONOmONa. 


r 


Source: https://www.industrydocunnents.ucsf.eclu/docs/xnxlOOOO 































PURCHASE ORDER 

OFFICE COPY 




>CWM#W1U PMUSA WCV2y» COU^5Q(4) 



PHILIP MORRIS 

U.S.A. 

ttO nuvc MNUE. New >13RK. N.y. 10017 


VENDOR NO. 335829 


VENDOR: MACY PRODUCT DEVELOPMENT 


SHIP 

TO 


8 M 0 WTH 1 S CDflOCR MO. 
ON YOUR INVOICE 


QAM/UlONKaS: RXO NKW YORK 
mONK: AMEA OOOe ZtMM^OOO 

DATE 


^. Yisrai 


REQUISmONER 

BUYER 


CONFIRMING TO 

lAXABLE 



j BtDREFJEXP.tNT. 


- — 

F.O.B. 

ROUTE VIA 

PREPAID 

TERMS 






1 PwT Trfi MiOrt<rrH^Rto«rrnu»<apfNMtf owaiinNwo<c«»,b<<>o1t«tfoo, o m w , p4e*dnQl<(i^oorr»<pond#oai 
2.lrRrotoMmupcb«rioci*fWlondJvoliMpm«rrttotl20Atrk>Mi<«^ t00i7 

S.>WMf>oPMUaAytoAfc^GkAWtefln>tnjakyi>cwe»ffS>fM>»crt(»>«>dfT»H>>y>«votefa^ 


J^Si===s=====s=====-=a——ii^-============--==========.i^SS£S£^^ 


UEAD TIME: 90 DAYS 

VENDOR TO MAINTAIN PRICING FROM 5/1/94 THROUGH 3/31/95 
MINIMUM REORDER QUANTITY: 2400 BAGS 

REBATE AGREEMENT; IX REBATE PER lOX INCREMENTAU 

INCREASE IN QUANTIXy WITH A CAP OF 5X FOR 
12,801-14,080 IX, 14,081-15,3^0 2X, 15,3Ai-14,A40 3X, 
16,641-17,920 4X, AND ABOVE 17,921 5X 
PRODUCTION AND QUALITY: 

- ARTWORK WILL BE PROVIDED BY PHILIP MORRIS. 

- ARTWORK IS THE PROPERTY OF PHILIP MORRIS. SUPPLIER IS 
RESPONSIBLE FOR RETURNING ART UPON COMPLETION OF ORDER. 

- PRE-PRODUCTION SAMPLES TO BE APPROVED BY PHILIP MORRIS 
BEFORE PRODUCTION BEGINS. QUALITY TO MATCH APPROVED 
PROTOTYPE SUBMITTED. 

- SUPPLIER IS RESPONSIBLE FOR SHIPPING TO THE BUYER PRODUCTION 
CASES- QUANTITY AND REQUIRED DATES ACCORDING TO INSTRUCTION 
FROM BUYER. 

- SUPPLIER IS RESPONSIBLE FOR DEFECTIVE MERCHANDISE 

AND SHALL REPLACE WITH QUALITY PRODUCT. DEFECTIVE GOODS AND 
OVERRUNS CANNOT BE RESOLD BY SUPPLIER. 

- SUPPLIER WILL PROVIDE PHILIP MORRIS WITH SHIPPING AND 
DELIVERY INFORMATION AS PER THE ATTACHED DELIVERY PLAN. 

- PHILIP MORRIS RESERVES THE RIGHT TO SELECT OUTSIDE 
QUALITY CONTROL AGENTS TO MONITOR PRODUCTION. THESE AGENTS 
MUST HAVE ACCESS TO THE MANUFACTURING FACILITY IN ACCORDANCE 

(CONTINUED NEXT PAGE) 
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By 


PHIUP MORRIS U.S.A. 


TMW7UWCHA3g0^0e^WjW^lUajgCTTt>TVteFWKTTOT^?»Mt ANOCOWOrTlOK>ON'mgRgVe^«eAm>TDA<X;gTP>OHMe <T>HgWe TO TOOrmCT T>1gY CpfUrTTU^^ 

6»»aguj wowTHg W8uaJCCTMArrE?i tiQf!f^yh*CHp^gmAqofrjoHjoA^ **?• Ac*<>*awLB3ato4CMT 


Source: https://www.industrydoc unnent s.ucsf.edu/docs/xnxlOOOO 

































PURCHASE ORDER 
OFFICE COPY 

MMMfttlM PMU*A PK<fam OOM^Se<«) 



PHILIP MORRIS 

U.S.A. 

laO FA«K A/CNUC, NEW N Y 1(»17 


CAatX ADCWm; POU> NCW VOMC 
n40HC: AMA OOOt XIKfeM-aoOO 

DATE 


SHOW THIS ORDCR NO. 
ON \WR INVOICE 

Yi378i 


VENDOR NO. 335029 
VENDOR: MACY PRODUCT DEVELOPMENT 


SHIP 

TO 


REQUlSmONER 

BUYER 

BID REF./EXP. INT. 

CONFIRMING TO 

TAXABLE 




j 



F.O.B. 

ROUTE VIA 

PREPAID 

TERMS 






1. PurehM»(>RNrnunib«r7f(ualappMrcMalkTvo«oM.bM»ofl««no.e«M«,ptteMngtl«tandoornMpond«ne« 
l.lnvD)OMrmN(b«r«nda(vdor>dflyo<<hlpm#fnto: 120PirtcAM«K>«. N.Y.N.Y 10017 
».FWNftePMt»A>»»i»nqOuiO»>or)fw<r v c<too<oocam»f » »>< ci k w aftdfm^NlnyQkifto 


UNE 


QUANTrrY 


UM 


UNIT PRICE 


AMOUNT 


WITH A QUALITY ASSURANCE INSPECTION PROGRAM. 


PACKING: 

- PACKING FACTOR: BULK ^ 

- PACKING LIST SHOULD ALWAYS BE EASILY ACCESSIBLE. 

- PROOF OF CASE COPY TO BE SUBMITTED AND APPROVED BY PHILIP 
MORRIS BEFORE CASES ARE PRINTED-. 


CASE MARKINGS: 

- ON TWO SIDES OF CASE: 

PRODUCTION DATE 
(ADDRESSEE) 

POS NO. 73892 
MERT DUF BAG 
MERIT AWARDS COLLECTION 
PREPAID FREIGHT 
DELIVERY: 

- PHILIP MORRIS RESERVES THE RIGHT TO CHARGE A PENALTY FEE OF 
IK PER DAY OF THE VALUE OF GOODS NOT RECEIVED ACCORDING TO 
DELIVERY DATES GIVEN. IN ADDITION, SUPPLIER IS TO 

NOTE PARAGRAPHS 13, 15, 16 AND 17 ON THE BACK OF THIS 
PURCHASE ORDER. 

- DELIVER AS PER SCHEDULED DELIVERY TO LCS. 


(CONTINUED NEXT PAGE) 
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PHILIP MORRIS U.S.A. 


T>jl»WiWCH^OWDCTj»>»L«OlU>JtCrTTOTHg f m ro> Tim*gAN01»NOfnONtOWTWgf1gVCTMAWOTOMLff»CHMENT«HCTgTO THtY 0<>irrmrre TWt SKHfW 

AOnmieirKTIffVm VUYfn AMDSCU^ Otm^ aiJ«JCCT MiVTER NOMDi^lStCM or OA ADOrrK>rro >My 0(>T^ IHAIXK emCTTS^ 

PQIIMOR crncmvw IMTMOin'•UVlK’t VVfVTTEN AOWCVKNr. A^^f aHPM0rr H0«UNOO1 CON«TTmrES/^OC<Ft^^4CC ^ 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 































PURCHASE ORDER 

"'FFICE COPY . 



iVMHtmiu naiusA nEv(Mt C0Mnsa(« 


PHILIP MORRIS 

U.$.A. 

120 New VORK. av. I00f7 


VENDOR NO. 33S5S29 


CAM AOORM: H)U> NCW YORK 
PHOMfcAWtACOOetlJ ■— i00> 


SHCW THIS OROeR NO. 

ONvouniNvcce 

Y13781 


VENDOR: MACY PRODUCT DEVEX-OPMENT 


REQUISmONER_ iBUYER I BID REF./EXR rNT. I CONRRMINQ TO [w^BLE 



T.Pufc h i><Ord»fncimto»f mutt appear on blit of i>dtoo.c<M».p»c*dng)i>Ciiid<»nY^»x><fK^ 

2. InvotoM muM b« rondtfvo on day olaNpmando: 120 Aart( >W«nu«. N.Y« N.Y 10017 

3. AaNf'to PM USA noutk>p OuiP* tof matnjoMona on oaniw Miocbon and fr»igh( Invotcing. 


UNE_QUANTITY UM UNIT PRICE AMOUNT 


REFER TO PM USA ROUTING GUIDE PREVIOUSLY SENT UNDER SEPARATE 
COVER. IF YOU DO NOT HAVE A COPY ON FILE, PLEASE CALL 
ANDREA PATTERSON AT <212)880-3221. IF YOU HAVE ANY QUESTIONS 
REGARDING THE INFORMATION CONTAINED IN THE ROUTING GUIDE 
CONTACT DOUG VILLANI, TRANSPORTATION LOGISTIC SUPERVISOR AT 
<212) 878-2877. 

IN ORDER TO ENSURE PAYMENT OF INVOICES, SUPPLIERS ARE 
RESPONSIBLE FOR ASSURING THAT A RECEIVING DOCUMENT/PROOF-OF- 
DELIVERY IS ISSUED TO PHILIP MORRIS FOR ANY SHIPMENT MADE TO A 
NON PHILIP MORRIS RECEIVING LOCATION. ALL SHIPPING DOCUMENTS 
WILL REFERENCE THE PURCHASE ORDER NUMBER.- 

NO UNDERRUN NO OVERRUN 

"IN ORDER TO ASSIST PHILIP MORRIS IN BETTER UNDERSTANDING ITS 
SUPPLIERS* DEVELOPMENT OF COSTS, PHILIP MORRIS OR ITS 
DESIGNATED AGENT MAY INSPECT, REVIEW AND COPY VENDOR'S 
BOOKS AND RECORDS AT REASONABLE TIMES DURING NORMAL BUSINESS 
HOURS UPON REASONABLE, ADVANCE NOTICE TO THE SUPPLIER AND AT 
THE EXPENSE OF PHILIP MORRIS THROUGHOUT THE TERM OF THE 
PURCHASE ORDER AND FOR SIX MONTHS THEREAFTER." 

SUPPLIER TO SEND INVOICE IN TRIPLICATE TO: 

PHILIP MORRIS USA 
120 PARK AVENUE 

<CONTINUED NEXT PAGE) 



Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 


2041883574 
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PURCHASEORDER " 
OFFICE COPY 

fOHMrttW fMUSA WCV.»W 00MB ac(4) 



PHILIP MORRIS 

U.S.A, 

120 WWK/li/OWE, NEW>CWC N.Y 10017 


CASLS M3CMCS1: POtD MCW YOMC 
PHONE: AREA OOOC ftt-MO-MOO 

DATE 


VENDOR NO» 33582$^ 


SHOW THr$ OROea HO. 
ONVOUftiNVOtCE 


Yi3781 


VENDOR: MACY FRODUCl DEVELOPMENT 


SHIP 

TO 


REQUISmONER 

BUYER 

BID REF./EXP. INT. 

CONFIRMING TO 

TAXABLE 






F.O.B. 

ROUTE VIA 

PREPAID 

1 TERMS 







1. Pijr c^ «<>OrtwnuTr>b*rmuNapp»<f bii>l»o<Ud>no, C Mit. packing BN >rKlcoft<<pondi»oo>. 

2. kivoieMmuNb*rBnd*f«don4«yof»hipm«nfto: 120 Pftrtc Amwhjc, N.Y^N Y. 10017 

3. Atf^rto PM USA Routing Quid* for InNni^tiom on oarri^r MNdton «nd fraight krvoioiog 


LINE QUANTITY UM UNIT PRICE AMOUNT 


USA FINANCE DEPARTMENT - 15TH FLOOR 
NEW YORK^ NY 10017 

DIST ACCT NY200 043133 330i271BKO 


SUBLINE 

OOOOi 

00002 


SUBLINE QUANTITY 

4,300 

2,100 


DELIVERY DATE 
08/01/94 
09/01/94 




f _ 

\ / PHIUP MORRIS U.S.A* 


ro 

o 

cx> 

CO 

CO 

cn 

c /1 


TOTAL AMOUNT 


142,4O0*OC 


T ^rW ICHAaiOHDCT»ALEOEUlJeCT/roT><eWWTTOTE MI6>U« OOHPm(><gONTHgAF/g^AMOTO ACL AnACHMP <TmMWro TtXtfTHCT THEY «)WET7TUTt Tm PffWE 
UmmMHT iETYrfWEUVEA AHO gUEP QHTHE IA »UiJeCT MflTCT. NO AEViSlON OF OA AOOmOHTQANV OFT>16M aKAajL3Egmrr7S^WHCniCTlN»gU^»ACK>KMAEOOegWT 
romonan mmM mwoin9iPfTn%wmitHMimBmn.AMymiiMmnHenBJHoe^ooH9TTrmw9MOseFXMc^wrfmuMorAu.ro^AHo<xx<ofnoHm. 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 































REQUEST FOR SPECIAL MAILING/MESSENGER 

INSTRUCTIONS: Complete a//Information requested below, retain the pink copy for your records. Attach form and labels (2 
labels required for overnight packages) to Item being sent. For pick-up of large items call shipping and receiving on extension 
2395; if you pefer* small items may be hand delivered to the Service Desk at 120 Park, Levet^ or placed in your out box for 
pick-up by the mail clerks. For messenger service please bnng the items to the lobby messenger room. When filling out this 
form, please indicate in the column marked “CODE SELECTION* your numeric choice for each field on the form. For example. If 
you work for USA Sales, under code selection column you would indicate your division number as Z and department num^r as 
201 . If your package requires next day delivery by 10:30 A.M., you would indicate the service requested as 22* If you have any 
questions, please contact the supervisor of shippiog and receiving on extension 2398._ 


NAME: skV) EXTENSION: 

DIVISION: 

1-PM Management Corp. 

2-USA 

CODE SELECTION 
DIVISION # _ 

DEPARTMENT: 

101 -Controller 108-Tax 

102- HQ ICS 109-Audit 

103- General Counsel 110-Treasurer 

104- Public Affairs 111-Pension 

105- Pianning 11 2-HQ Services 

106- Personnel 113-Travel 

107- Executive 114-PMCC 

201- Sales 

202- Marketino 

2C3“Operalions 

204- Corp. Affairs 

205- Finance 

206- Personnel 

207- executjV0 

DEPT # \ 

SERVICE # 

INSURED 

VALUE: 

TYPE OF SERVICE: 

NOTE: ON FRIDAY. UNLESS SPECIFIED, OVERNIGHT DELIVERY WILL BE MADE ON MONDAY 

. shown for 1 lb package 

22- Overnight by 10:30 $6.00 

23- Overnight fay 12.00 noon $5.00 

24- Saturday delivery by 5:00 pm $3.00 

25- Second Day $3.50 

MESSENGER 

29- Regular 3 hours $5.00 

30- Rush 2 hours $8.50 

31- Trucking* 

•Price depends on weight and destination 

UPS/RPS 

Prices shown for 1 lb package 

2S-Regular 

Residential $2.08 

Business $2.28 

27-Second Day $5.50 

U.S. POSTAL SERVICE 

Price shown for 1 ounce envelope 

32- Priority Mail $2.90 up to 2 lbs. 

33- Certified Mail $1.29 

34- lnfl.Registered Mall $4.90 

35- Express Mail $9.9$ 

36- Certifled Return Receipt $2.29 

37- lnt'l. Registered Return Receipt $5.90 

38- Express Return Receipt $10.95 

FOR 

S&R USE 

ONLY 

WEIGHT: 




SHIP TO: 

. \ r\ 0-1 



NAME 

. a ... Sti. 

— ^ j- 

_ 

CA> 

V 


'Vo. ^ 

ADDRESS 

_ \ j V' '\ j 

_ 

___ 


STATE \ ZIP CODE tIlIpHONET 


FORM PM INC. REV. 0/93 Forms 

Distnbution: White-Shippmg Yellow-Shippmg Pink-Requestor. 



Source: https://www.industrydocuments.ucsf.edu/docs/xnxl0000 
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Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 
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Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 


Philip Morris USA Continuity Promotions 

Functicml Area: Field Communications Functional Responsibility: Assemble and Write all F.C.'s Name: JackMansmann Page No. 9 


Vlarketing Plans and 
■tetain Promotions 
Quantities) 


rogram Restrictions 


Cit Numbers 
’OS Numbers 


Promotion Codes 
Mlocations 


Fulfillment Process 
1 - 800 # 

Catalog Ordering 


delivery of Program 
Communications and 
iaies Material 

0950891^02 


FUNCTIONAL IMPACT CHART 


Source 


Marketing Customer 
Service/Pre Con 


Marketing 

Legal 


Logistics 


Trade Marketing 


Marketing 

Purchasing 


Madden 
Logistics 
Trade Marketing 


My Job 


Describe scope of functional 
responsibility: 

Communicate a!l details 
of the program to Field 
Sales. 


Distribution 


Time needed to complete 
(in weeks): 


All program details: prod¬ 
uct, incentives, allocations, 
etc. 

Sales Force 

Markets not to participate. 

i 

Sales Force 

Verify numbers for POS, 
kits, promotion codes, 
delivery dates, order dates 
and quantities. 

1 

Sales Force 


Sales Force 

How it works and when it 
will be on line 

Sales Force 

When it can be delivered. 

Sales Force 

1 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 






PHILIP MORRIS U.S.A. 


_ INTER-OFFICE CORRESPONDENCE 

120 PARK AVENUE, NEW YORK, NY 10017 


TO; Select NYO and Richmond Personnel DATE: Aprils, 1994 

FROM: Trade Marketing/Jack Mansmann 


SUBJECT: MCS “Round-Up Week” - May 23 - 26, 1994 
- Participant Listing _and Unit Asaianments 


Marlboro Country Store is kicking off in May! We have planned the MCS "Round-Up 
Week" inviting NYO and Operations personnel to participate in one of the biggest 
promotions in PM USA's history during May 23 - 26, 1994. Your participation has 
been approved by your department head and is required to help the Sales Force make 
this one of the most successful promotions ever. 

Participants should make arrangements to meet their assigned Unit Managers on 
Monday, May 23, 1994, no later than 12 noon. Participants can look forward to 
working with Sales Reps in the Field Monday afternoon through Thursday morning, 
May 26, 1994. Please plan to attend Unit meetings on Thursday afternoon, to 
celebrate "Round-Up Week" experiences with your Unit. Participants should plan their 
return travel after the conclusion of Unit Meetings. 

Please be advised that all Unit assignments have been finalized and are outlined on the 
attached listing. Any exchange of Unit assignments must be handled exclusively 
between participants and confirmed via MS Mail to my attention. Please plan your 
schedule accordingly to participate in this initiative and contact me via MS Mail or at 
(212) 880-3342 by Monday, April 11, 1994, with any issues. 

Additionally, all expenses associated with this initiative must be charged to your 
department’s travel budget. 

Thanks for your cooperation in making this a great experience for everyone. Look for 
more details soon. 


cc: F. Alfieri 

B. Reuter 


HARD COPIES PROVIDED BV HYO TO SELECT NYO AND RICHMOND 
PERSONNEL. FOR INTERNAL USE ONLY. _ 


DOC. #322 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 


2041863581 


OCTB. 

NUMBER 

LAST 

NAME 

BRST 

NAME 

CITY 

ST 

LAST 

NAME 

wwr 

NAME 

PHONE 

0cm«s»oN 

112000 

GOSSJR 

ALBERT 

CHESHIRE 

cr 

0««n 

Ftaa 

R-3788 

111500 

WORSE 

ROBIN 

PEMBROKE 

MA 


Jamas 

R-2479 

421600 

BOWMAN 

ORLIN 

MARQUETTE 

M 


Mark 

2606 

411300 

miller 

JEFFREY 

AMHERST 

OH 

Oixon 

Audray 

R-5165 

441500 

MCADOO 

JANICE 

HOBART 

N 

Oooohii* 

Chnstina 

2B79 

130800 

BRANIGAN 

BRIAN 

PARK RIDGE 

NJ 

Dorr 

Willtam 

3222 

430800 

BRANNON JR 

JAMES 

LOUISVILLE 

K< 

Onsco 

GavHa 

2554 

131700 

TELEGAOIS 

FRANK 

MIDDLETOWN 

NJ 

Dzunlim 

Ronald 

3381 

322000 

CiSSEa 

PHILLIP 

MEMPHIS 

TN 

EMlbum 

Gary 

3468 

231000 

SKEEN 

EDDIE 

NICKELSVILLE 

VA 


Bath 

208100 

542300 

BREDENBERQ 

JOANN 

ROSSMOOR 

CA 

&bon 

Joanna 

3491 

241400 

8REHEIM 

ROBERT 

PALM HARBOR 

FL 


Karan 

3594 

431900 

BRIGGS 

THOMAS 

PERRYS8URG 

QH 

Elis 

Natalia 

2185 

211200 

NEDIMYER 

KENNETH 

HAGERSTOWN 


Emlsr 

Jaya 

3665 

230500 

WANNAMAKER 

MICHAEL 

DECATUR 

QA 

Eymci 

Robart 

R-S298 

331900 

BRISTOW 

BRUCE 

LAWTON 

OK 

Fsekjs 

Chartias 

3069 

360700 

BROCK 

MARTHA 

HOUSTON 

TX 

FiNo 

Jarry 

3712 

361500 

ZAMARRIPA 

EDWARD 

SAN ANTONIO 

TX 

Fsmss 

Mtchaat 

R-7450 

130900 

BROOKING 

STEVEN 

FOREST HILLS 

W 

FasNota 

Oanu# 

2279 

541000 

BROFMAN 

BRETT 

HERMOSA BEACH 

CA 

Fsmanoaz 

Paaoai 

2410 

241200 

BUTLER 

MELVIN 

HEATHROW 

FL 

Famo 

Robart 

3416 

141000 

BUFANO 

JOYCE 

BUkNOON 

PA 

Fictstain 

Susan 

3281 

350200 

WAGNER 

CATHY 

LEWISVILLE 

TX 

Rfwh 

Charias 

300000 

330200 

BURGER 

JON 

CEDAR RAPIDS 

lA 

Fitzgibbon 

Michaol 

3086 

210200 

BURKE 

LAURA 

SEVERNA PARK 

M3 

Ftoam 

Dannts 

3673 

431500 

BUSS 

RONALD 

FORT WAYNE 

M 

Fontanaz 

Josa 

2361 

133600 

MCMAHON 

JOHN 

POMPTON PLAINS 

NJ 

Fax 

Richard 

R-3488 

221800 

BUTLER 

WILLIAM 

FLORENCE 

s:: 

Fradsnck 

Elizabath 

3315 

410400 

BRYANT 

WAYNE 

MILFORD 

CH 

Fullar 

Stuart 

3562 

242000 

CAMPBELL 

BRADLEY 

FT. MYERS 

FL 

Funaas 

Launa 

3336 

521600 

WYNN 

MICHAEL 

SANDY 

UT 

Fusoo 

Raymond 

3297 

130500 

CAREY 

JOHN 

LEvrrrowN 

MY 

Gajguilo 

Thomas 

2343 

311000 

RICHARDS 

KENNETH 

ROUND ROCK 

TX 

Gamsr 

Gary 

R-4774 

211700 

PUHYEAR 

SAMUEL 

MIDLOTHIAN 

VA 

Gartanbsrg 

Mtchaai 

2346 

420600 

CARR 

LEO 

LIVONIA 

M 

GawronsK} 

Edward 

3283 

331600 

POULOS 

TODD 

WICHfTA 

K5 

Gat 

Edward 

2993 

440300 

ROPER 

JEFFREY 

PEORIA 

IL 

Gannaro 

Mary 

2762 

121400 

CASSELL 

DENNIS 

ERIE 

PA 

Gaorga 

Jonathan 

2266 

531100 

SCHENK 

JAMES 

OLYMPIC VALLEY 

CA 

Giibart 

Jaoqualine 

2805 

210800 

ONACHILA 

CARL 

FRaDERICKSBURQ 

VA 

Glanz 

Sd 

205100 

221500 

CHANDLER 

ALEXANDER 

FAYETTEVILLE 

NC 

Glasttin 

Harvay 

3629 

511400 

CHAPMAN JR 

PAUL 

BILUNGS 

MT 

Godwin 

Tom 

2316 

320800 

OEB<&GRFFrrH 

OLIVIA 

RICHLAND 

MS 

Goldfarb 

Arthur 

2472 

411100 

WYNN II 

JAMES 

DUBUN 

OH 

Goodman 

Wiinam 

R.7545 

530700 

BREAKFIELD 

DEBRA 

GILROY 

CA 

Gordon 

Mary 

3855 

321600 

CHOUCOOTOU 

MITCHELL 

SHREVEPORT 

LA 

Gordon 

Rabaoca 

2369 

331100 

NELSON 

MISHELL 

OVERLAND PARK 

KS 

Gotti 

Robart 

3419 

110100 

MCEWEN 

KEVIN 

BREWER 

(VE 

Grand* 

Mika 

104100 

321100 

SANDEFUR 

ROBERT 

NATCHEZ 

MS 

Graan 

Rita 

308300 

222300 

STAFFORD 

TRACIE 

GREENVILLE 

SC 

Graaoa 

Julia 

2945 

430500 

COODE 

DAVID 

LOUISVILLE 

KY 

Gross 

Oaana 

3476 

232900 

COOK JR 

WILUAM 

MOBILE 

AL 

Gurry 

NarKy 

3588 

412300 

COSTCULO 

DOREEN 

MUNHALL 

PA 

Halpam 

Marian 

3204 

242400 

CREWS 

TERRY 

TALLAHASSEE 

FL 

Harvay 

Allan 

3779 

320700 

COYNE 

SUSAN 

LAKE CHARLES 

LA 

Harvay 

Chanas 

3634 

120100 

WOODHEAD 

JOHN 

RUTLAND 

VT 

Harwood 

Huntar 

108300 

121100 

MATELA 

JOSEPHINE 

BROCKPORT 

NY 

Kaynas 

Jan 

fl-7145 

411900 

CRICHTON 

MARK 

POLAND 

CH 

Hacht 

Jaffray 

3517 

‘ 130K50 

CUNNINGHAM 

JACQUELYN 

MILLER PLACE 

MY 

Halrommu* 

John 

3380 

121200 

OATMEYER 

JOHN 

CHEEKTOWAGA 

NY 

Handnck 

Laurar^ 

4124 

321500 

CURTIS 

RANDY 

UTTLEROCK 

AR 

Harvlquas 

Patar 

4162 

211100 

STIRLING 

ROBERT 

WINCHESTER 

VA 

Haft>art 

Budc 

209500 

412000 

DALONZO JR 

ROCCO 

EVANS CITY 

PA 

Harman 

Lauran 

2416 

211900 

SCHREFFLER 

ROBERT 

RICHMOND 

VA 

H*rrir>g 

Matt 

R-3718 

212100 

MERGLER 

ANDREW 

CHESAPEAKE 

VA 

HIK 

Jamas 

R.5870 

310600 

DAMICO 

ANTHONY 

COLUMBIA 

M3 

HiMia 

Mkihala 

2967 

1 10900 

DAMON 

THOMAS 

ACTON 

MA 

Hopkins 

Barry 

3146 

320500 

CASCIO 

SAMUEL 

BATON ROUGE 

LA 

Horton 

Samual 

3238 

231400 

DAVIS 

CAflOUNE 

HARRISON 

TN 

Huaman 

AJida 

3443 

310900 

QUALLS 

LORI 

JONESBORO 

AR 

Hubbard 

Bob 

R-3323 

241000 

WALMSLEY 

RUSSELL 

HEATHROW 

FL 

Huekfaldl 

Robart 

2925 

221400 

DAWSON 

LYNOA 

KINSTON 

NC 

Hiighas 

Jamaa 

3181 


r-i 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 
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OCTBL 

NUMBER 

LAST 

NAME 

RRSr 

NAME 

CITY 

ST 

LAST 

NAME 

WW PHONE 

NAME BCm«ON 

233^00 

GARRIS 

ALO 

MOfTTQOMERY 

al 


Steven 

5091 

140400 

MULROY 

LINDA 

WAYNE 

PA 

Middleton 

Oavrd 

3579 

320300 

GALTTHRHAUX 

GILBERT 

HUSSER 

LA 

MiKuley 

Robert 

3624 

230300 

CAMPBELL 

STUART 

KENNESAW 

QA 

Miller 

Dennis 

3573 

331000 

GIBBS 

JUDITH 

OVERBROOK 

HS 

Miller 

Karen 

3599 

311500 

PETTERSON 

THOMAS 

TULSA 

OK 

Miller 

Barbara 

R-6621 

240600 

HARBOUR JR 

CURTIS 

WEST PALM BEACH 

FL 

Miller 

Debra 

3241 

320200 

MENDOZA 

HERBERT 

HAMMOND 

LA 

Milton 

Rosemary 

309500 

233000 

BANICK 

JAMES 

MONTGOMERY 

AL 

Mitttg 

Bianca 

2376 

210600 

GILLESPIE 

JAMES 

FREDERICK 

M3 

Moore 

Edna 

2077 

220500 

DAVENPORT 

LEONARD 

KERNERSVILLE 

NC 

Moore 

Robert 

3128 

222100 

BURCHFIELD 

DONALD 

CHARLESTON 

SC 

Moore 

William 

2146 

140300 

GLEASON 

JOHN 

MARLTON 

NJ 

Moreo 

George 

3731 

112500 

BLOMSTEOT 

BARRY 

NORTH ATTLEBORO MA 

Morgan 

James 

4180 

542800 

SPERBER 

EUSE 

DANA POINT 

CA 

Mortensen 

Jim 

500000 

140600 

SPENCER 

DESIREE 

AMBLER 

PA 

Moeten 

Dan«l 

2591 

110800 

GOUGH 

MICHAEL 

BURUNQTON 

MA 

Murphy 

Michael 

3345 

133500 

GOUKLER 

RICHARD 

MANAHAWKIN 

NJ 

Murphy 

Virginia 

3666 

240900 

HAGER 

RICHARD 

HEATHROW 

FL 

Murphy 

John 

3220 

210700 

GRAY 

EDWARD 

ALEXANDRIA 

. VA 

Murray 

Clark 

2408 

350700 

GREEN 

RITA 

GRAND PRAIRIE 

TX 

Murray 

Shayrol 

2641 

133300 

CLARlZtO 

GAETANO 

UNCROFT 

NJ 

Mueeomali 

Josephine 

3748 

211400 

GRtFHN 

MICHAEL 

ROANOKE 

VA 

Narvekar 

Sachin 

2226 

230400 

GRIFFIN 

TERRY 

POWDER SPRINGS 

GA 

Neldle 

Bruce 

3589 

542100 

TAFOYA 

ANTHONY 

ALTA LOMA 

CA 

Neleon 

Timothy 

2982 

140200 

WENTWORTH 

QUENTEN 

SEWELL 

NJ 

Nelson 

Doug 

100000 

240200 

ARES 

JUAN 

MIAMI 

FL 

Nioholea 

Nichelte 

3294 

140800 

ROWLANDS 

CYNTHIA 

SINKING SPRING 

PA 

Nickert 

Sheta 

2432 

511500 

GUERRA 

ERNEST 

BOISE 

O 

Niteenbfatt 

Suaan 

5030 

240800 

SAPEY 

JOHN 

VERO BEACH 

FL 

Noblea 

Zora 

209501 

110200 

RICHARDS 

FRANCIS 

WINDHAM 


Nomngton 

Chip 

108401 

110400 

HACKETT 

JOHN 

WESTBROOK 


Noma 

Susan 

3359 

531300 

WILSON 

KRISTINE 

SACRAMENTO 

CA 

O'Bden 

Shate 

2419 

111700 

SARGEANT 

CARRIE 

PUUNVILLE 

CT 

O'Brien 

Barry 

3002 

431600 

SMITH 

KELLY 

FORT WAYNE 

N 

Oteon 

Rich 

4Q0QQO 

430300 

VANOEWALLE 

MARY 

LEXINGTON 

KY 

Opengart 

Susan 

2646 

132900 

STAPEL 

ROBYN 

MIDLAND PARK 

NJ 

Oramaa 

Donna 

2412 

211600 

NICELY 

PATRICIA 

LYNCHBURG 

VA 

Owen 

Vic 

R>2925 

310500 

VERDUN 

WILLIAM 

BELLEVILLE 

IL 

Owen 

Tony 

308400 

310700 

HAMONS 

STEVEN 

LIVINGSTON 

TX 

Pedoan 

Arthur 

3682 

360400 

REEDER 

TOMMIE 

BEAUMONT 

TX 

Paries 

Becky 

308200 

540500 

NICHOLS 

STEVE 

SANTA MONICA 

CA 

Parmet 

Nancy 

2216 

240700 

GROVES 

CATHERINE 

ROYAL PALM BEACH FL 

Pereon 

Qaira 

3446 

410800 

HARRIS 

ENICE 

WORTHINGTON 

OH 

Petttbone 

Thomas 

3355 

132500 

BRUENN 

PAUL 

HOLMES 

W 

Pettineiti 

Robert 

2426 

233200 

SWAIN III 

WILLIAM 

DOTHAN 

AL 

PhHIipa 

Unda 

R-7389 

511600 

HARRISON 

GREGORY 

BOISE 

D 

Pietroni 

Joe 

3154 

350500 

HAflVEU 

RICHARD 

PLANO 

TX 

PllOttl 

Nancy 

2380 

131000 

KOLSTEfl 

DAVID 

BLOOMFIELD 

NU 

Pteanki 

Dorothy 

5080 

330900 

HAUSCHILO 

JIM 

KEARNEY 


Ptsatelli 

Patrick 

2689 

132800 

SOUOMINE 

PAUL 

MIDDLESEX 

NJ 

Plekor 

Stave 

4003 

210500 

HEAQEY 

KEITH 

BALTIMORE 

M3 

Pltra 

Robert 

3509 

351400 

FLOOK 

STEVEN 

EL PASO 

TX 

Ptaia Fawoett Gmm 

2592 

240300 

APPEL 

DONNA 

DEERRELO BEACH 

FL 

Platanta 

Richard 

2078 

131900 

CABRERA 

JESUS 

NANUET 

NT 

Potter 

Deborah 

5073 

330100 

COMPTON 

KIP 

BETTENDORF 

lA 

Potts 

Reggw 

3193 

380100 

HERRING 

WILLIAM 

HOUSTON 

TX 

Pfoee 

Elizabeth 

2081 

431000 

MARIEN 

ROBERT 

INDIANAPOLIS 

ti 

Reerdon 

Christopher 

3137 

331800 

SHURTLEFF 

KIT 

GODDARD 


Reeine 

Nicholaa 

3350 

110700 

MOORE 

JENNIFER 

READING 

MA 

REGION 1 TMD {Vacant) 


130600 

RAMPULtA 

JACK 

NEW HYDE PARK 

NT 

Region i Trade Mktg Mgra Merchandising (Vacant) 

410200 

WASHINGTON 

DONALD 

AMELIA 

OH 

F^glon 4 FinanoaJ Analysts 


410600 

MILLER 

GARY 

DAYTON 

OH 

Region 4 Rnanoal Manors 


420900 

ATTARD 

GEORGINA 

LIVONIA 

M 

Region 4 Human Rasources Qenaralist 


410000 

OKHY 

LARRY 

DOVER 

OH 

Raglon 4 Human Resources Managers 


420200 

RIMANELU 

USA 

UVONIA 

M 

Region 4 Managers Info. & Ax>aiysis 


421000 

MfTCHNER 

MICHAEL 

IJ^INQ 

M 

Region 4 Reenstar 


430400 

RECKART 

ANNETTE 

HURRICANE 

WV 

Raglon 4 Trade Mktg Mgis Marchandtsing 


430700 

SCHULER 

MARC 

LOUISVILLE 

KV 

Region 4 Trade Mktg Mgn Promoboo 


431300 

WALLACE 

NANCY 

MARSHALL 

IL 

Region 4 Trmlnefs 


510400 

ROBINSON 

RUSSELL 

BELLEVUE 

WA 

Region 5 RnanctaJ Analysts 


510600 

SOARES 

KENNETH 

RENTON 

WA 

Region 5 Rnanoai Managers 



Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 





, OCTBL 
NUMBOn 

521100 
521200 
521300- 
521400- 
521SOO 
530100 
530200 
530300' 
530400“ 
530500 
530600 
233400 
231700 
411600 
222400 
140500 
230200 
131800 
232700 
412100 
3S1200 
211000 
132000 
332000 
231500 
311600 
542400 
140900 
132600 
530900 
211800 
111000 
330600 
322100 
541400 
220300 
41Q30Q 
441400 
112200 
212200 
233600 
320400 
361600 
120300 
110300 
411400 
141500 
360800 
350600 
420800 
120600 
!11000 
510500 
133100 
540800 
511000 
232200 
310800 
‘*131300 
541200 
531200 
120400 
112400 
431200 
361700 
310100 
330300 
210400 
351500 
242200 
241300 
510700 


VAST rvm 

NAME _NAME_CHY 


LOPEZ 

ARTHUR 

TUSCON 

ZrKIAS 

NANCY - 

SCOTTSDALE 

BECK 

GEORGE 

LAYTON 

KKXSREQOR 

MEUSSA 

SALT LAKE CITY 

VAILLANCOURT 

RICHARD 

LAS VEGAS 

CLONEY 

DON 

SANTA ROSA 

LONG 

LARRY 

SANTA ROSA 

HEWLETT 

THOMAS 

PLEASANTON 

ZAPPARELU 

PATRICIA 

SANTA ROSA 

DERNER 

DOUGLAS 

SAN CARLOS 

DILLARD 

EDDIE 

SAN FRANCISCO 

QUINN 

HERBERT 

COLUMBUS 

MOODY 

DARRELL 

NASHVILLE 

KEav 

JAMES 

MENTOR 

MARKEL 

RONALD 

GREENVILLE 

MILLER 

ALLAN 

WAYNE 

ENQUSH 

MARJORIE 

STONE MOUNTAIN 

KEENER 

DENIZE 

MANHASE7HILLS 

KILGORE 

WILLIAM 

TUSCALOOSA 

KILROY 

EDWARD 

BUTLER 

WESTER 

LINDA 

ODESSA 

RICHARDSON 

RENEE 

STAFFORD 

KiM*ENG 

KEVIN 

TANNERSVILLE 

aONEY 

TERRY 

AMARILLO 

SCOTT 

REID 

HIXSON 

WOODS 

JOHN 

MCALESTER 

KINDER 

MARK 

WEST COVINA 

COUSIN 

W ANDREW 

OREFIELD 

BRAY 

DAVID 

NEWTOWN 

ROORK3UEZ 

IMELOA 

PLEASANTON 

RATLIFFE 

LARRY 

RICHMOND 

KING 

GREGORY 

STERUNG 

DOUGLASS 

GREGORY 

OMAHA 

KING 

TINA 

MEMPHIS 

KING il 

OLIN 

VICTORVILLE 

KINSLEY JR 

RONALD 

HICKORY 

BROCK 

YVONNE 

CINCINNATI 

HAWLEY 

BRADFORD 

CHICAGO 

ROGOFFJR 

WILUAM 

SOUTH WINDSOR 

BURGESS 

BONNIE 

CHESAPEAKE 

TUCKER 

ROBERT 

MARTINEX 

KRAMER 

JOSEPH 

MANOEVILJLE 

SATTERWHrrS 

ROBERT 

SAN ANTONIO 

LA SALLE 

THERESA 

SCHENECTADY 

LA8R1E 

DAVID 

BRUNSWICK 

JONES 

WELUNQTON 

CLEVELAND 

STOFKO 

JOAN 

JOHNSTOWN 

LAIR 

EARL 

HOUSTON 

MANNS 

MICHAEL 

DALLAS 

LANGFORD tU 

WILUAM 

UYONIA 

LAROSE 

FRANK 

EASTSYRACUSE 

LAVIN til 

JOHN 

FEEDING HILLS 

LACKEY 

CHAD 

BEOEVUE 

LEONE 

CHARLES 

EDISON 

LEVINE 

LINDSEY 

SANTA MONICA : 

SMITH 

MELANIE 

VANCOUVER 

ZIMMERMAN 

RAYMOND 

MUSCLE SHOALS 

UNDER 

RICHARD 

SPWNGRELD 

CICCHELU 

ANTHONY 

MAHWAH 

OLMOS 

FRANK 

RIALTO 

LOH 

EDWARD 

SHASTA 

SULLIVAN 

RICHARD 

CUI=TONPARK 

LOMBARDO 

JAMES 

SEEKONK 

POTTERACK 

JOSEPH 

GREENWOOD 

WILKINSON 

STEVEN 

CORPUS CHRISTT 

PAQANO 

QERI 

ST. LOUIS 

SELBY 

AARON 

DES MOINES 

BERNSTEIN 

JOSEPH 

COLUMBtA 

PETERSON 

USA 

ALBUQUERQUE 

SHAUGHNESSY 

PATRICIA 

JACKSONVILLE 

GUEST JR 

PHILUP 

TAMPA 

LYLE 

MARY 

OLYMPIA 


ST 

LAST 

NAME 

FfWT 

NAME 

PHONE 

EXTENSION 

AZ 

SFA 



AZ 

SFA 



UT 

SFA 



UT 

SFA 



NV 

SFA 



CA 

SFA 



CA 

SFA 



CA 

SFA 



CA 

SFA 



CA 

SFA 



CA 

SFA 



GA 

ShalHsky 

Allan 

5065 

TN 

Sh«lton 

Barbara 

3498 

CH 

Sica 

Paula 

3678 

SC 

Sichvman 

FraO 

4012 

PA 

Simon 

Jair 

R«2338 

GA 

Simons 

Ranaa 

3282 

NY 

SiNa 

Arun 

3957 

AL 

Slavitt 

Joshua 

2479 

PA 

Skra 

Michaal 

3394 

TX 

Smith 

Morris 

309501 

VA 

Smith 

Ooonia 

208400 

PA 

Smith 

Willia 

2857 

TX 

Smith 

Dabbia 

3085 

TN 

Smith 

Thomas 

R“5385 

GK 

Smith 

Oabbta 

L-1210 

CA 

SpNfS 

UfKla 

3762 

PA 

Starr 

Michaal 

3741 

cr 

St«€l« 

Harry 

3260 

CA 

Stam 

Doran 

3581 

VA 

Stirisn 

Richard 

3252 

MA 

Stona 

Paiia 

3334 


Stroud 

Ron 

L‘1388 

TN 

Sudac 

Jaffray 

2134 

CA 

Sutaman 

Sally 

3316 

NC 

Sutar 

Mark 

R-3533 

OH 

Sular 

Norma 

2153 

IL 

Szudxik 

Jim 

404100 

CT 

SzymanczyK 

Michaal 

3920 

VA 

Tamng 

Qragory 

3547 

GA 

Tatar 

Daborih 

3126 

LA 

Taykar 

Jamas 

3052 

TX 

Taitalbaum 

Shan 

3395 

NY 

Taixairm 

Unda 

2449 

K€ 

Thaaman 

baa 

3405 

OH 

Thomas 

Jim 

3773 

PA 

Thompson 

Aiana 

3888 

TX 

Thooho 

Frad 

3519 

TX 

Thornton 

Gary 

304200 

M 

Thwartas 

J.C. 

3423 

N/ 

Trach 

Barbara 

2864 

MA 

Trart 

Dm 

3429 

WA 

Trofanowiki 

John 

3360 

KS 

Tuckar 

Carolina 

2594 

GA 

TucAar 

Jamas 

2367 

WA 

Tumar 

Jonathan 

3593 

AL* 

Tumar 

Joal 

R*3232 

MD 

TufO 

Robart 

2564 

NJ 

Valant) 

VIkkI 

3537 

CA 

Vail not! 

Margunta 

2561 

CA 

Vandar Puttan 

Jamas 

2740 

NY 

Vanuti 

Dabbfa 

109501 

MA 

Vtllani 

Douglas 

2877 

N 

Von Qarmatan 

Ann 

3326 

TX 

WaJdiak 

Mark 

2182 

MD 

Waldman 

Margot 

3857 

lA 

Waltmayar 

Mickay 

R-6601 


Walo 

Stava 

R-5517 


Watkins 

Lucilia 

309501 

f=L 

Watson 

Francas 

R-2e04 

FL 

Wabstar 

Roaa 

2008 

WA 

Wamkaatbaum 


3041 
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MARLBORO COUNTRY STORE "ROUND-UP WEEK" 


WEEKS OF MARCH 7 & 14 


First Steps 

• NYO list of Grade 8 and above personnel was 
generated from HR. 

• A memo was sent to all NYO Department Heads 
with list. 

• Departments are to return the list noting 
participation of individuals reporting to them (by 
March 21, i994). 


* Completed 




March 28,1994 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 



MARLBORO COUNTRY STORE "ROUND-UP WEEK" 

I 

WEEKS OF MARCH 21 & 28 

'm 

Next Steps 

• Compile NYO personnel list of participants. 

• Make Unit assignments from NYO participant pool. 

• Add Region personnel planning to participate. 

• Determine the number of people needed from 
Richmond and Operations to complete Unit 
assignments. 

• Contact Mark Suter to co-ordinate the Richmond 
and Operations participation list. 

March 28,1994 


Source: https://www.industryclocuments.ucsf.edu/docs/xnxlOOOO 


MARLBORO COUNTRY STORE "ROUND-UP WEEK" 


WEEK OF APRIL 4 


Confirmation 

• Send memo to NYO participants to request 
confirmation (deletions only). 




March 28,1994 


Source: https://www.industryclocuments.ucsf.edu/docs/xnxlOOOO 





MARLBORO COUNTRY STORE "ROUND-UP WEEK" 


WEEK OF APRIL 11 


Confirmation 

• Contact all Round-Up Week participants and field 
sales personnel via memo with Unit assignments 
and program details. 




March 28,1994 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 




MARLBORO COUNTRY STORE "ROUND-UP WEEK" 


WEEKS OF APRIL 18 & 25 
Re-assignment 

• Handle cancellations and replacement requests. 

• Participants contact Unit Manager via E-Mail, Octel 
or telephone to plan travel arrangements, (i.e. 
motel, car, etc.) 


March 28,1994 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 





MARLBORO COUNTRY STORE "ROUND-UP WEEK" 


WEEK OF MAY 16 


Send-Off Week 

• Send out final communication to participants with 
any reporting instructions and program objectives. 

• New York gathering of all Round-Up Week 
participants. 

• Richmond meeting to kick off Round-Up Week. 




March 28,1994 


Source: https://www.industryclocuments.ucsf.edu/docs/xnxlOOOO 



MARLBORO COUNTRY STORE "ROUND-UP WEEK" 

I 


WEEK OF MAY 23 


Round-Up Week 

• Travel to assignments Monday morning and work in 
the field Monday afternoon, Tuesday, Wednesday 
and Thursday morning. Attend Unit meeting 
Thursday afternoon. 

* Travel home Thursday afternoon. 




March 28,1994 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 




RETAILER REWARDS 
PROGRAM 


Apni 2$. 1994 


Overview 

Retailer Rewards is a program that rewards Retail Master Accounts with Marlboro Country Store 
(MCS) merchandise. 

Similar to Aisles for Miles, retailers receive points for POS displayed in their store. A key 
difference, however is that the Retailer Rewards program has addition^ ways to earn points. One 
way is when a consumer places an order from a MCS catalog obtained at retail, the participating 
retailer cams points. Retailers can keep catalogs available by calling 1 800 577-3777 to order more 
catalogs. 

The more points a retailer accumulates, the more valuable the merchandise that can be ordered. 
Retailers arc encouraged to sign up early, display MCS POS and stock catalogs. The program 
runs the duration of the MCS promotion. 


Objectives 

• Encourage Retail Master Accounts to partner with PM 

• Encourage placement of POS 

• Maintain catalog availability at retail 

• Sustain promotional presence at retail 


Program Highlights 

Timing; 

Scope: 

Penetration: 

Offer: 

Participation: 


May 1994 - February, 1995 
National 

Retail Master Accounts 
Redeem points for merchandise 
Retail Master Accounts (112,000) 
Direct store shipment 
Sign up participation 


Program - Front End 

A sell sheet detailing the Retailer Rewards program with a sign up card is provided to the field 
sales force in the Marlboro Country Store introductory package, the week of March 7, 1994. 
(Additional sell sheets can be ordered via The IVR system.) Sales representatives present the 
Retailer Rewards program to Retail Master Accounts during the March/April MCS sell-in. Retail 
Master Accounts must sign up in order to participate in the program. Stores can participate at a 
store level or at a chain headquarters level. 

Retail Master Accounts that initially sign up for the program receive 3,000 start up points. In order 
to maximize participation, another sign up postcard may be mailed in July, to Retail Master 
Accounts that have not signed up for the program. Retail Master Accounts that sign upon or before 
July I, receive 3,000 stan up points. Retail Master Accounts that sign up between July 2. and 
September 1, receive l.OOO points. After that time. Retail Master Accounts can sign up but will 
not receive start up points. Retail Master Accounts can request a sign up form by calling 1-800 
577-3777. 
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In addition to the start up points. Retail Master Accounts can cam points by displaying MCS POS, 
Sales representatives have a POS checklist that awards points for every piece of material placed in 
the store. Sales representatives record the POS material, mail the postage paid card and the points 
arc credited to the store. Sales representatives fill in the store’s address and retail control number 
even if a chain is participating at the headquarters level. 

POS-points arc awarded at specific times throughout the MCS promotion, in May/Junc> in 
August/September and in October/November. In May/June, Retail Master Accounts can receive up 
to 25.000 points by placing the following materials at retail: 


Item 

Points 

B4G IF Display 

10,000 

Banner 

7,000 

Poster 

5,000 

Other POS 

3,000 


The third way that Retail Master Accounts can cam points is by keeping MCS catalogs available for 
customers. Catalogs issued to Retail Master Accounts have an OCRA code that liitics a consumer 
order back to the store where the consumer picked up the catalog. Retail Master Accounts receive 
1,000 points for every consumer order made from a catalog distributed at their store. When 
retailers are close to running out of catalogs, they call 1 SOO 577-3777 to order more catalogs. All 
retailers can call the retail 800 number to reorder catalogs. Catalogs will be sent to the store within 
two weeks. 

Participating Retail Master Accounts receive 2 statements. The statements are issued in August and 
at the end of the program. Each statement details the number of points that a participating Retail 
Master Account has accumulated. Retail Master Accounts use the order form located on the 
statement to redeem the points for merchandise. The points can be redeemed anytime after the first 
statement is issued. Retail Master Accounts can request additional order forms via the retail 800 
number. 

The merchandise available and the points required to redeem arc: 


Points 

Iicm Requirgd 

Brand M Cap 5,000 

Marlboro Brass Lighter: 10,000 

Marlboro Denim Shirt 25,000 

Leatherman Tool 50,000 

Marlboro Bam Jacket 75,000 


Accordingly, a Retail Master store with 75,000 points has several ways to redeem the points. The 
participatingstpre can order a Marlboro Bam Jacket or a Marlboro Denim Shirt and a Leatherman 
since both items total to 75,000 points. The store cannot request 15 Marlboro Caps since a 
participating retailer cannot receive more than 3 items per store, during the length of the Retailer 
Rewards program. Chain account orders arc based upon the number of stores in the ch^. For 
example, a chain with ten stores panticipating at the headquarters level can order a maximum of 
thirty items. 

Participating retailers complete and mail the order form to Nco Data. The request is fulfilled, and 
the merchandise is sent to the retailer. The Retailer Rewards program ends two months after the 
last MCS consumer order is accepted. 
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Program - Back End 

SgU.Shg^i 

E^ogram details and available merchandise are provided in a Retailer Rewards sell sheet The sell 
sheet includes a postage paid sign up card and instructs retailers to call 1 800 577-3777 before they 
run out of catalogs- Sales representatives can order sign up cards via the IVR system (kit #76722). 


tomm Raaigipaugn 

Retail Master Accounts must sign and return the form on the sell sheet to participate in the 
program. Retailers must indicate whether they are participating at a store level or at a chain 
headquaners level. The postcard is mailed to a Tcmpc> Arizona P.O. Box and forwarded to Nco 
Data who records and maintains a list of participating retailers, A list of accounts participating at 
the chain headquarters level is forwarded to the PM s5es organization for verification. 

Retailer Reward sell sheets arc available at Nco Data in the event that retailers inquire about signing 
up. Retail Master Accounts may sign up at any point during the promotion. CSRs verify that the 
stores is not already participating at the chain level before sending a sign up card. Non Retail 
Master Accounts are instructed to contact their sales representative for iitformation on becoming 
Retail Master Accounts. Signatures are archived by Neo Data as proof of participation. 

Si 2 n UP, Mailing (Neo Data-Des Moines) 

A sign up mailing to Retail Master Accounts may occur in July depending upon the number of 
Retail Master Accounts that have signed up. Neo Data will issue the mailing. Retailer Masters 
who have signed up will be excluded from the mailing. 

Consumer Order Form Tracking (Nco Data-Ireland) 

Data entry occurs after verification so that only valid consumer orders are credited to a retailer. The 
OCRA code is recorded and linked back to the retailer that received the sequence of coded catalogs. 

Catalogs (Madden) 

AH catalogs are either coded or non coded. Coded catalogs are sent to Retail Master Accounts and 
non coded catalogs arc sent to non Retail Master Accounts. Coded catalogs have an 8 digit, zero 
filled. OCRA code printed on the back panel. The OCRA code is located in a 1-5/8" x 5/8" white 
box situated perpendicular to the spine. 

Two catalog versions (deluxe and mini) arc distributed during the promotion. Mini catalogs arc 
distributed via the retail 800 number while deluxe catalogs are distributed with POS matcriis via 
the rVR system. Both catalogs contain all the MCS items and a consumer order form. 

RetailerPatabasc, Management (Richmond) 

PM Richmond provides Nco Data-Bouldcr with nightly updates to the retail database based upon 
the SPACE database. The retail database, located at Nco Data-Bouldcr, contains a chain affiliation 
and headquarters address in the event that a chain elects to participate at the headquarters level. 
CSRs have the ability to verify on screen whether a chain is participating at the store level or at 
headquarters level. 

May Phase I (PMExpress) 

. Sales representatives order separate POS kits for Retail Master Accounts and non Retail Master 
Accounts via the IVR System at PMExpress. Coded catalog are included in the POS kit for Retail 
Master Accounts and non coded catalogs arc included in the POS kit for Non Retail Master 
Accounts. The kit number for Retail Master Accounts is #76574 while the kit number for Non 
Retail Master Accounts is #76606. PMExpress tracks the OCRA code and records the name, 
address and retail code of the Retail Master Account receiving the Retail Master kit. 

Coded catalogs can only be sent as a direct store shipmenL Depots and warehouses receive non- 
coded (non Retail Master kits) since the stores ultimately receiving the catalogs cannot be tracked. 
The IVR system is programmed to prevent Retail Master kits from being sent to depots. 
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DataJransmissioji (Madden to Neo Data-Bouidcr) 

Madden transmits phase I shipment information weekly (on Friday) to Neo Data-Bouldcr via the 
network through Richmond. The information includes total number of records sent^ retailer 
control number* store address and catalog codes. 

Phase H and Phase JILTransmissions (Madden to Neo Data-Bouldcr) 

Subsequent transmissions arc necessa^ in August (phase II) and in October (phase m) as catalogs 
arc distributed during both phases. Similar to May, sales representatives order coded catalog Jdts 
for Retail Master Accounts and non coded catalog kits for Non Retail Master Accounts via the FVR 
System. 

POS^Points CNeo Data*Tempe) 

Sales representatives, record the POS materials seen at retail on a postage paid postcard and mail in 
the card. The postcards are forwarded to Neo Data-Tempe and the participating retailer is credited 
with the points. POS checklist cards occur in three waves, May/June, August/September and 
October/November. Only one POS checklist card is accepted per store during each wave. The 
first POS checklist card is valid until July 31,1994. 

Catalog ^Orders J 800 S77>3777 (Neo Data-Tempc) 

All retailers can order catalogs and take one holders by calling the retail 800 number. Callers .. at 
arc not retailers, are instructed to call 1-800-Marlboro. Retail callers provide their 6 digit retail 
number for verification. If retailers arc not aware of their rctaU number, zip code, phone number 
and address are used to access the retailer control number. 

Consumer service representatives differentiate between Retail Master Accounts and Non Retail 
Master Accounts. Retail Master Accounts receive coded catalogs and non Retail Master Accounts 
receive non coded catalogs. Scripts have been written to anticipate retailer questions and concerns. 

Two separate catalog limitations exist, one per telephone call and the other over the life of the 
program. Both limitations arc flexible and can be modified throughout the life of the program. 
During an individual telephone call, retailers with a CPW from 1-499 can order 1 box of catalogs 
(50 catalogs) while retairers with a CPW equal to or greater than 500 can order up to 2 boxes of 
catalogs (100 catalogs). Catalog orders are iiing monitored to determine when the limitation needs 
to be modified. Currently, a retailer may order catalogs up to 20 times during the program. When 
8MM catalogs have been distributed, a new limitation may be implemented based upon the number 
of retail callers using the retail 800 number to request catalogs. 

Catalog Fulfillment (Neo Data-Des Moines) 

Catalog orders arc fulfilled such that a retailer receives catalogs within two weeks. The catalog 
codes and retailer information is entered into the retail database before the catalogs are sent to the 
retailer. 

Statement Generation/Mailing (Neo Data-Dcs Moines) 

Retailer statements detailing total accumulated points are generated in August and at the end of Ae 
program. Statements arc only issued to Retail Master Accounts who have completed a participation 
form and have points. Chain accounts participating at the headquarters level will receive a 
.. statement at the headquarters adchess. 


Reward Claims (Neo Data-Des Moines) 

The bottom portion of the statement contains a rewards claim form. Extra claim forms can be 
requested through the retail 800 number. Once an order is processed the pomts are deducted from 
the account. Awards can be claimed at any time after the first statement in August. CSRs can 
access an account if a retailer calls and inquires about number of points accumulated to date. 
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Reward Fulfillment (Neo Data-Dcs Moines) 

A retailer (retail location) may order up to three items during the life of the program. Chain 
accounts participating at the headquarters level can order according to the number of stores in the 
chain. A store with 5 stores can order a total of 15 items during the life of the program. A form 
letter is issued if a retailer exceeds the item limitation. Retailers arc instructed to allow 10-12 
weeks for delivery. The five items that a retailer can redeem points for are; 


lism 

Brand M Cap 
Marlboro Brass Lighter: 
Marlboro Denim Shirt 
Lcatherman Tool 
Marlboro Bam Jacket 


Points Required 
5,000 
10.000 
25,000 
50,000 
75,000 


Forecast (Purchasing) 

The items for the Retailer Rewards program are the same items as available to consumers. The 
items must be available at Neo Data-Des Moines by early July since statements are sent to retailers 
in August, and Retail Master Accounts can redeem points after the initial statement The quantities 
detail^ below are in addition to the consumer forecast: 


Item 

Brand M Cap 
Marlboro Brass Lighter: 
Marlboro Denim Shirt 
Leatheiman Tool 
Marlboro Bam Jacket 


Quantity FQrtt:ast 
38,500 
41,800 
35,400 
6,200 
12,600 


Reponing (Market Research) 

Weekly and monthly status reports will be issued. Areas of interest include catalogs ordered, 
retailer sign up, accumulated points by vehicle (sign up/POS/cataiog), orders redeemed, 
merchandise redeemed and items fulfilled. Non Retail Master information may be desired as a 
control variable on a less frequent basis. 

Timing (All Parties) 

The Retailer Rewards program officially starts May I, 1994. All elements of the program must be 
tested and in place by April 18, 1994. A recorded message is installed by February 28,1994 in the 
event that a retailer calls 1 800 577-3777 to inquire about the program. 
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RETAILER REWARD KEY INFORMATION 


Apni 2i. 1994 


FACTS 

Total Retail Stores 1993 216M 

Retail Master Stores 112M 

Non Retail Master Stores 104M 

Total CPW 1993 45MM 

Retail Master CPW 27MM 

Non Retail Master CPW 18MM 


Catalog Mix (Actually Distributed) 



MAT 




Retail 

115.0MM 

72% 

48.0MM 

50% 

Media 

27.0MM 

17% 

28-OMM 

30% 

Diiect 

13.5MM 

8% 

9.0MM 

10% 

Vans Events 

2.3MM 

1% 

l.OMM 

1% 

Fulfillment 

2.7MM 

2% 

8.6MM 

9% 

Total 

I60.5MM 

100% 

94.6MM 

100% 


Retailer Pardcipauon Aisles Mile 1 (18,529) 
Retailer Participation Aisles Miles II (16,192) 


16% 

14% 


ASSUMPTIONS 
Total MAT orders projected 
MAT orders to date 
MAT orders from Retail 


6.7MM 

4.7MM 

3.7MM 


MCS orders projected 

MCS orders from Retail 

Retail orders from Retail Master Accounts 


4.7MM 

2JMM 

1.8MM 


Retail Master Accounts ordering merchandise 
Maximum # Items Ordered per store 


46% 

3 


Total Deluxe Catalogs at Retail 
Coded Deluxe Catalogs at Retail 
Non Coded Deluxe Catalogs at Retail 


31.9MM 

18.75MM 

13.15MM 


May Phase 1 Allocation (100 cat/store) 
August Phasrtt Allocation (50 cat/store) 


25.15MM 

6.75MM 


Total MinrCataiogs for Retailer Rewards 14,9MM 

Coded Mini Catalogs for Retailer Rewards 9.9MM 

Non CodcJ Mini Catalogs for Retailer Rewards 5MM 


# Boxes (50 cat/box) 


298M 
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RETAILER REWARD KEY CONTACTS 


Apfil 2». 1994 


PHILIP MORRIS 
Brand 

Nancy Parmer 
Tracy Young 

Customer Service 
Janice 

(212) 880-3751 
Jeanine Restivo 

Fulfillment 

Kathy McMahon 
John Trojanowski 


IS. 

Reggie Potts 
Jim Royail 

IS Richmond 

Jim Conner 
Mike Dennis 
Gibson Phillips 
Bob Rice 
Frank Williams 

Logistics 

Gerard Cardillo 
Rob Huckfeldt 

M.arkstins.Ssryicg.s 

Marla Antonoff 
Bruce Huffinc 
Renee Simons 

Research 

Paula Sica 
Roy Whalen 

Sales 

Frank Alfieri 
Jack Mansmann 


(212) 878-2216 
(212) 880-3732 


(212) 878-2735 


(212) 880-3847 
(212) 880-3360 


(212) 880-3193 
(212) 880-5004 


(804) 220-6658 
(804) 220-5693 
(804) 220-6647 
(804) 220-3221 
(804) 220-6605 


(212) 878-2585 
(212) 878-2925 


(212) 880-3911 
(212) 878-2487 
(212) 880-3282 


(212) 880-3676 
(212) 880-3892 


(212) 878-2450 
(212) 880-3342 
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RETAILER REWARDS KEY CONTACTS 


Apnl 2t. 199* 


MADDEN 


Mary Anne Meade 

(212)880-4117 

Jim Mitchic 

(708) 775-3513 

Art Wilkins 

(708) 775-3504 

MSA 

Trish AUeync-Chin 

(212) 880-3404 

Lisa Bautista 

(412) 362-2000 

Nidhi Gang war 

(415) 362-2000 

NEODATA 

Brian Burgett 

(515) 237-4087 

Mike Davidson 

(515)237-4840 

Rich Edwards 

(515) 237-4800 

Tina Kindred 

(515) 237-4745 

Mike Moore 

(515) 237-4890 

Chris Warwick 

(515) 237-4744 

Barb WaUer 

(515) 284-2092 

HADLEY GROUP 

Sue Draddy 

(212)714-2550 x2l6 

Dan Thomas 

(212)714-2550x154 


3 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 
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Rli I'All-bR RtWARDS FLOW Cl lAR I' 



Togeeexfroz 


Retailer Rewards 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 
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F.as. mmiiAu usr 



1 

HiV4 

vunLs^ 

B 

rai 





BB 


All displays coma with ona hanging 
catalog sheat on a chain, two danglars 
and two horizontal window postars* 







BUV4PACKS 

GETIFREE 

srojf 




S 


_■***<I»<iaa'‘^ WindowPe«taK( 30 *m in 

ManboroU iL., 

^ 1 rTlM^H^* I 


iMp 


(••i5-\[¥«houtfmck> 


20 OmI Countar Dapi«y 
(14V WxirA'H X 1214*0) - 


40 0Mf Boor Dtaptay 
(1WWXMVHXH«4*D) 

loa Dm) Fk>orOiap4ay 
(22!4* W X MVH x lOK" D) 


gjgg«= I 

MatUunii 


uElTHEiiEM 


Hfeii 


B-B 

ri 

m 

liSjl 

ij 

ri 

ni 


HwvnoCiMooShMit 


Countar Balanca Ovarky SmaN (IfV x 32%*) 

Countar Bdtanca Ovwky Largo (3Q%* x 80%-) 


Gn'TllEMiLES 

$ 



e4*xs(n 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 
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r(4%*x1»n 


PlCKlIPAFBEECjQALOG 


B-Mps(1^x3r)U*> 


2>sd«d mmc CHna (4'Xi* X \tie) 


OtW Itwna MtabI* *s follow*: 

- C«too RMk f%c«M System 1000 1'(7V X11V) 
Carton Rock nxtum Systonr 2000 2* CT^*' x -23)0 
OHPM V ortoo n Ht (12^**x 24^*) 

OHRM Ro»ito » gi^ s (t3U? x 40y> 

OHPM Nowftotrom (1t^* x 49^*> 

OHPM 2* (ir4* X 2«t*) 

OHPM Southtond (12^* x m') 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 
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.S.h.Packa^in^ Operations No, _ sob 


D PM U.S.A. 

N.Y. DEVELOPMENT REQUEST 

□ PM INT'L 

iri Revenue Packs 11 Promotional Materials 

Requested Bv 

Date Kequested; 

6/21/94 

t^uxchasiitg iechmeal Services: 

Brana: | 

Brand #: 

Commens: “ 


Packaging Information: Q Design Development_n Machine Test 


D King Size 

□ 

Inner Foil 

n Soft Pack 

Ink Systems 

Papet/Board Stock 

n l(X)mm 

□ 

Tear Tape 

Q Flip-Top-Box 

□ 

□ 

n 

□ 

Inner Frame 

n Carton 

□ 

□ 


' □ 

Embossed 

□ Case 


□ 

□ 

□ 

Tipping 

[□ Closure 

□ 

□ 


Marketing Brief: 


{Dcfimtion of ^0)ecVCompletion Date; 


ESTIMATE: 


TARGET COMPLETION DATE: 
^ Revised; 


NY PACKAGING APPROVAL_ DATE 

NY MARKETING APPROVAL_DATE 

Budgeted?OYes ONo Charge Code: 


T'd 

O 

»—‘ 
03 
CQ 
CA 
O' 

a 

O' 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 






VM/IJ.S.A.Packaging Operations 


PMU.S.A. □ 


Requested By: 


DESIGN REQUEST 


I Date Requested: 

6/21/94 


No. 4 ~ 2455 


PM International □ 


Assi^ed Design Firm: 



O 85mm □ 20's □ Soft Pack □ Face Panel Comp Q All Panels/CPC 

□ 100mm n ___________ D Flip-Top-Box Q Face, Sides &c Ends O For Photography 

□ _ □ Inner Frame □ Carton CU Working Pack □ Non-Work 

□ Inner Foil □ Embossed d Special Stock CII Tipping Q _________ 

Marketing Brief: 

Authorization to proceed with project prior to obtaining written approvals? 


□ Inner Frame 

□ Embosbed 


□ Soft Pack 

D Flip-Top-Box 

□ Carton 

d Special Stock 


n Working Pack 
O Tipping 


□ Non-Working Pack 

□ 


O Yes ® N o 



Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 















Functional Area. Q 


to PyCvUH'r 

Functional Responsibility: 


Name: PlLO 


Page No._ 


FUNCTIONAL IMPACT CHART 


Pit CG rt Arry/Prtt K ACrl N(> 
erN<‘c(JTi> 


Ui'fell'lT Co.-'vps/ 

MS 



DtVtLCfJ f^R'rU'(if^,4 VT5./'^ 


f'KtNW/DtUv>; nL>/L>OV>PL vCR 

\ AC 


Describe scope ollundional u>.x\a rs^^viop/pe 

-u-iu ejRrti ri) f'(^cT\Tc 

responsibility: 

RLCm-K-^' Pts'tiN (o Amo.H‘««V^£. 

^ (^C'(v\n\»<.'V^CuVc Dt\it.U 

\ UHe\< onc^>T/fCl^iiCtO {^^^06^o 

F\L-*:» u;r(;KAftic<r^ U'.lii 6K1AAJ0. 


Distribution 


oL>c»^< iji>.x\A rsA^viop/pes<b(^ DeS(6-f^ 
f fK l<.^V:- 

PftO^^<Vtnr\ (1 cv^v<»\».A<1UNc 

rvn'T^T/RiAjicto n'^oetovOAV 



F\{.-'j fvie.Tie^^ u) 


P\RtCT V\fcre\U(lW (U 
Ci^CpiU. tV«.-vujOvJ.VC^, 

fn))?aoue/i?£Vi€uy 
inoPiF-y pRiijt- 

Aftit. iTv 
> \ uJire K. 

Rojveuj \ nppRov'iT 
Vii-I. Fn_rtV.S^ INK. 
pCflvO0fV>-'S. CIO. 


. >b U.>v.LV<.S. 

Time needed to complete 
(in weete): 



ii-.iH 6KinA->0. niftKc- 
ViVOlFiCA^IC/-^ ^>P. 

nPinu-v't DFsir-.cs 


PvSi.or,', VftRir\Bi.uS 

PCSlfopj FiR.rT\ 

O-t'T Pj^AAJO 
FtLOtLACtL. 

ICCAK ( 1 . . rjA fTS TD 
mooif^^ fiF'C TU'i.-e 
u? iv-t cviHiinr 

(Vi\Pi-"C •■>TA^ JiVr^ OL 
c>»-T ftRAuo eve, I 


■PCSIC-N F/Rrtl 
•PTS 

' ?)AAaJD 


■ prs 


• ns 

-ftAOMO 



Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 






PROLUQT (>ROfAOT\OiO 


EWiBMmi s U,SA.i.GQ(iMiib(E{QmUQ(iS 
Functional Area: ji:> _ Functional ResponsMilv: PACt<Afc»/N<;^ _ Name: MAkpY PiLoTT/ Page No. _^ 


FUNCTIONAL IMPACT CHART 


Inputs 

Source - 

-► My Job - 

— ► Output 

Distribution 

PRogr Aaii'-tr 

(icMe.trpT.j ruK 
t'Aomo ^T^T»^ 

B6.(\Nvi:^:^6>eN\cv 

Describe scope of functional 
responsibility; 

•i)6\(CLoP Tinr\£HiMG_ 
•tRetxrg irrRuCTORe 

1 “DAx ( ^ 

ccNTn*i T PKeco.vi, pi-s, 
Sfti-es. SvIC. Ai'ii) 
'x;n<nDPLi? pftO(vy!Hm 

vocRK voiTw BRONiyhfaeMt 
mioohVFfj pFNicLopiibfc- 

AOCePTABUF SiROCTUPe 

BRAMO 

A<^6TV)cy 

?TS/eM t(fJ00Rl M. tr- 

/ ps^ecoK 

£0Cp.<eTIO<R pLriMNfA 

^p*^o\ie tv,oo'o 
vTCnN Ci->wo<.-,rufic^ 

P>Kt\fApi/Ae)C wcv Vi y' 

PtUcoiM 

fVo'liDG PI6LIK63 

TZ’ INtjeMC-Y t*jiTn 
prtibxT SPt't'S 

ALVvfTo/tv/rt'-UfVTL., 
ConiP FOH pRlWTrtiiKifi 

U?i:*Ri:.fV6ic iTY 

1 PA-/ 

fttwiriAj -r f\pp(iovc 
ART'ooRyF. SPCCS 
ftevcA'^r fiRT 

ylc U't.'LN'S 

Time needed to complete 
(In weeks); 

UMScKC p^yK)',i.O 
ftVA H fi 'rt*- 
rt\R(-C'T. F'^-' 

Dc•n^»‘-S 

TRALtvi., moM'Tpie 

PaoeR£f>f 

t) 'V-^ ^ UjCfcK5i F^OP) 

Cb'.hiN AccO(i<\Te 

I>\t 1 UMLi, f kt.V>t P(5, 
FI^On.'iOC Dvt\£.<.- (\0W 'I* 

If lClV(lo^0l^ 
fTviNl 

Ab6MCy 

Suftmir ptcoRtMtiD 
0o.r\PS 

e>«ftvii/f\(rrMcy 

pKov’.Oe pmtcvioAj/ 
AntftNATiurb eoft. 
|^J.iNT/|nop(r vCAnor->:>, 
I^PPRcVG’ <?c'in(3. 

Brhnd 

(\fe'e»oc,V 

5oe>i»\«T r\ft.To.v'R.vL, 

_a iitL L12 r. j «L. wlv: It: 


Reccnsc HRTUJOC.V:: 

to ms ivTk pin;a.tpp 

mtior- Bece'Uc: 

Kt-VS/ iOY- 
'yrunCLK.^, fSC . 

rrs 

Srtuts stTvVieg-i 

fftttOM 

rKoDi’cPf*-^ f'l- AiHrAtrjf' 

PRiUT/TCST/pCLiutg 

)V\ A t € R \ tX’w {V 
\l\«~.Hrnr\0VJ0 

prb/f^^i^ 

KCVltR' Tort. OoAui'X'i 

CY'tt'R, IHAKC 

ALC^’ Ai-f^ nP-fP-H mca., 

OHOvtOC Tt- 

firtAr-'O 

pReCcH, r> + D, 

j g,R(\A 0 

(v+eti 

i 

(tioixc l/.^/?|t^ 
rc' 

Q^-i) 

pAeCONl 

RCViAt aA/V fRcftuwnvs/ 

Din-A'/S iP \/Aft.icD'j 

PiRBP^ 

“^AUrS iiTRUiCUS 




609e88H?03' 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 
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Philip Morris USA Continuity Promotions 


Functional Area: l.S. Functional Responsibility: Project Leader System Implementation Name: Sheila Nickert Page No. / 


FUNCTIONAL IMPACT CHART 


Inputs 

Source 

y-> 

My Job 

>-> 

Output 

Distribution 

Purchase order 

New York Purchase 
Department 

Desenbe scope of functional 
responsibility Oversec the 
automation of the fulfillment 
process. Implement network 
requirements. Integrate data 
into other hilfillment system. 

• oversee data flow/inlegrity 
network 

• system capacity 
planning 

• requirements/specs for 
rqx)ning to business groups 
implementation of 

• on-line inventory and 
customer fulfillment look up 

• automate fulfillment 
marketing promotions and 
programs 

Transmitted file of P.O. 
information 

To Fulfillment House 

File of producl received at 
fulfillment house 

FulfUlment House 

Transmitted file of receipts 

To Richmond 
- on-line success to New 

York 

Customer orders 

Keyed into system at 
fulfillment center 

1 

Direct marketing consumer 
file 

1 

- to Richmond 

- balancing rqxwt to Leo 
Bunnett 

- paitial to need at a 
consolidated DB for 
telemarketing 

- files to MSA 

Telemarketing/Customer 
Service Requests 

Silel (Telemarketing 
Company) 


Call Sheets 

Fulfillment House 

Philip Morris Business 

Groups 

Drop ship info 

Drop ship wholesaler 

Time needed lo complete (m weeks). 

40 

Fulfillment/SIlipping Record 

Fulfillment House 

Cigarette fulfillment order 

Consumer 


Fulfillment Record 

Shipping Record 

Shipping Labels 

Richmond pre-con 




Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 

























Philip Morns USA Continuity Promotions 


Functional Area: I.S. Functional Responsibility: Project Leader System Implementation Name: Sheila Nickert Page No. 2 



FUNCTIONAL IMPACT CHART 


My Job 


Describe scope of functional 
resiKHisibility. OvCTSCC the 
aulomaiion of tlie fulfillment 
process. Implement network 
requiremenls. Integrate data 
into fulfillntenl system. 


Output 


Programming 

Requircments/SPHCS 


Distribution 


- Fulfillment House 

- Any vendor/PM 
organization wliich needs 
data/info 


Tunc needed to complete (in weeks) 

40 




Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 












Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 



Philip Morris USA Continuity Promotions 

Functional Area:Database Functional Re$ponsibility:TaT^et Selection Name: Vander Putten Page No. 1 


FUNCTIONAL IMPACT CHART 



Source m — 


—► Output 

Distribution 

Who was selected 

Database/Brand 

Describe scope of functional 
responsibility: 

- Make sure that the right 
people were selected 

- Identify the difference 
between responders and 
non-responders 

- Identify what they want 

Time needed to complete 
(in weeks): 

10 - 30 weeks 

Program profile 

My Group Brand 

What were they mailed? 

Brand 

Mailing Profile 

My Group Brand 

Who responded... and to 
what? 

Database 

Report 

My Group Brand 

Customer Profile 

Database 

Report 

My Group Brand 

Who else is available? 

Database 

Report 

My Group Brand 

1 







, 1 

Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 
























Philip Moms USA Continuity Promotions 

Functional Area: Database Functional Responsibility: New Offerings Name: Vander Putten _ Page No. 2 


FUNCTIONAL IMPACT CHART 


inputs 

Customer contacts 

Source m— 

Telemarketing 

^ My Job 

Describe scope of functional 
responsibility: 

- Identify additional 
opportunities for market¬ 
ing 

- Help build modeling file 

Output 

- Counts 

- Correlation of can types 

Distribution 

My Group brand 








- Help structure addition¬ 
al offers 






■ 

j' 





Time needed to complete 
(in weeks): 

Days - 
Weeks« 

Months - 

1 



j 

i 




si9e&yrfoc 

. 1 

i 

1 




I i|! ' .1 I ' 

Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 






PHILIP MORRIS USA 


TO. 

FROM 

SUBJECT 


INTER-OFFICE CORRESPONDPNJCg 

120 PARK AVENUE. NEW YORK NY 10017-5592 
Dismbuuon DATE: February 15. 1994 

\nn von Germeicn 
Margot Waldman 

Marlboro Country Store S\veepstakg?sn^ea.se Mailing 

The toUowing providcb the program derricnts for the Marlboro Country Store 
Swecpstakes/Tcasc mailing, rte program is scheduled to drop m the first half of March to 
I.TMM MAT gear redeemers and 960M Region 5 compentive smokers. 

Objectives 

• Introduce die MCS iooiologo to key consumers and generate excitement around the 
new program 

• Reward MAT paruLioanis w ith a special advance offer. 

• Encourage ccnnnuicv nt purpose by telling consumers to keep saving miles in the hiatus 
oerween MAT MCS. 

• Improve MCS response rates and generate names m Region 5. 

• Gam cnai and Lncrcxsc aiternaave Marlboro purchases among compentive smokers in 
Region 5. 

• Provide compeanvc bmokers with a reason to continue to purchase .Marlboro after 
uoupon subsidies have been used. 

• Offset anncipated volume impact of compedtive free product iniDanves with $3/cin and 
SI off 2 pack coupons delivered to compendvc premium and discount smokers. 

Elements 

• Sweepstakes offer with 100 first prize winners receiving one of every MCS catalog 
iicm. and one grand pn2e winner also receiving the pool table. 

• Entry form with RAF lighter bounccback offer (Region 5"). 

• 4. X S3 coupons to canon smokers 

4 X SI otf 2 packs coupons to pack smokers. (Region 5) 


.Audience 

MAT Gear Redeemers 
MAT Catalog Requesters 

Region 5 compeuave 
TOTAL 


L990.577 


2,712*929 


_ 95 . 8 ^. 6 £ 

3,67L598 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxl0000 
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Master To. VIO 


§9 

Comp. 

Group 

IS? 

Prlorty 

T«*k 

Who Leads, Does* 

Deliverable 

To Whom 

Spec? 

OK'D? 

E.t. 

pay* 

Due 

Dtilv. 

Slgnoff? 

Status 

1j 

NEO 

RR 

Y 

A 

Retail Store Promolkxi Level indication in NCSS 

Youngfry* 

Modify NCSS 

Spill 

Y 

N 

? 

7 


In Estimalina 

2 

NEO 

RR' 

Y 

A 

Non WorWoad Orders-Allow Non'Coded Catalog 
Orders 

Young^Fry* 

Modify NCSS 

SpiM/Young 

Y 

N 

7 

7 


III EsIimaJlng 

3 

NEO 

m 

Y 

A 

Aulomalic CJiain Enrollmenl-Propogate Lower tevol 
Signup 

Young.Fry* 

Modify NCSS 

SpWnroung'Po 

tis 

Y 

N 

7 

7 


In EsiimaRng 

1 


HR 

■ 

■ 

Retail Rewards PartiCsReportiog'GeneraJe 2 
roporls. 

■BHI 


H 

■ 

N 

■ 

■ 

■ 

In Estimating 

1 

NEO 

RR 

Y 

B 

Track 3 Waves of POS i 

BRRliiH 


YounrySprt 

■ 

■ 

B 

B 

aai 

In Estimating 

I 

NEO 

RR 

Y 

B 

Improve RR Data Prosenlalion on CSR Screens 

Spil/Fry* 

liHH 

Spin_ 

Y 

N 

7 

■ 

Hi 

IHHHHHIIIi 

1 

NEO 

DB 

■ 

B 

Allow “add irw” screerw to GSR's and mterfaco to 
RfctimoncW<owal 

Hi 

Modify 

NCSSdntertace 

s 

H 

■ 

N 

7 

7 


InEsttmalmg 

1 

NEO 

RR 

■ 

B 

Allow RETAILER Change o* Address to CSR's and 
MTtorface to Richmond 

SpIVPolts/YOungAJoet 

etto*'? 

pJcs^iNtoffac 

e 


■ 

N 

? 

? 


In Estimahng 


NEO 

CS 

■ 


TraminQ DO tor Sitel 

Spin,Fry* 

Estimate 

Simons 


igU 

■ 

7 


Waiting Estimate 

I 

NEO 

91 

■ 

■ 

2% shipping sample for KowaJ to perform 
cusi satislaction 

Spill.Fry* 

FinrshedTape 

SptH/Simons 

Y? 

il^8 

B 

91 

B 


M 

NEO 

CS 

■ 

■ 

Procedure tor IracWng all otitagos, downtime in 
CSR network 

SRSSSiiil 

|TQ^|H|||||B 


Warn 

H 


? 



IB 


^■1 

GBI 

am 

Move 2*2 30 downtime CSR window. 

PottsANarwick’' 




□91 


? 


1 In progress’? | 

1 


CS 

9 

m 

Corroct caN volume reports (CMS), add ulizalion 
reports 

Costello* 

Revtsed/Nevtf 

rocasirepor 

HU 

■ 


B 


m 


ID 


CS 

N 


Provide intGrrwJ momtormt) prooeduro document 

Costello* 

Procedure 

Simons/Spi 

iB 


H 

^B 



1 

NEO 

CS 

Y 

■ 

Estimate effort for Regton 5 Refer a Friend 
promotion 

Warwick* 

Esbmale 

S«T)ons 

■ 


? 




16 

NEO 

CS 

9 

■ 

Scope and oslimatte Hispanic CSR group and 
impfomentation Costs 

Warwick'/Costetio 

EshmaHo 

Simons/SpiW 

N 


|B 


Hi 


17 

IHi 

CS 

BB 

■ 


Toby* 

EsUmate 

Simon aAi'oijfig 

N 




Hi 


18 

NEO 

CS 

1 

1 


CosieWo* 

Target Dale 
and 

Contingency 

Plan 

HI 

N 


BHI 


■ 

When? 

19 

NEO 

OE 

■ 

■ 




HHIIIl 



■ 



In progress 

1 

NEO 

D1ST 

N 

■ 

Complete Capadiy ANalysis Worst Case Scenario 
for Receiving,Stagmg.EtiirMmont Lines and 

Shfopino stages 



Hufftoe/Suler 



B 



in progress 

1 

NEO 

D1ST 


91 

Verify completion date of 2 r6ce^ing doors at 3811 
warehouse 



Hofftoe 

N 

N 


15-Jun 


Wailing on CAy 

22 

NEO 

DtST 

9 

■ 

Establish Late Delivory Earfy Warning Report from 
Tfoa to Purchasmg 

T rotanowski/Kindred* 

iHiil 



■ 

911 

7 


Call Tma and Discuss 


NEO 

OE 

Y 

0 

Determine feasibrirty of downfoodiny seicctod 
Inoliqibte oorrospondence to Contact Historv FHe 

Sunoos/CHrrstiansen* 

FeasrWiiy/Estr 

mate 

Simons 

N 

N 

7 

7 






Pago 1 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 








































































MaslE>r. *6/ 


_Ta*k_ Who l«j>ds. Dogs* ^)^^lvTabl^ I To Whom 1 Spgc? 1 OK'0?1 Days 

DtHermifKj reVoactive ‘SHIP ALONE" capabiirly of FeaabjMy, 

_ Simons/ChfKiHftsQn* Tinienq 

PuWlsh M3S)frame and Otelnbirtod Ofsasaor Documeni, 

R ocovor plan and tost Schedute _ RoyatVChnstiansen* Schedute 

Conclusion. 

mvosltoate DUPE ID probJom m MSA inlerlace Pods. Fry*_f^esofulKwi 


At Confofence cal. 


NEO ISYS 


Venfv al Daflv Count 


McMalion.r 


29NEO ISYS 


30 NEO ISYS 


McMahon, Huffim.F 


N N 


oe N 


OE N 


NEO OE 


BanTOM EsgiW E 

HR 


Establish Top 25 redaoaief prooram in Ifoland to 
catch source documents 


Analyze, Estimalo, Schedule and Imptemont Serial 
# cboctongmirbland 


EstaWish Postal Account Procedures, 
Reptonrshment 


"6" letter produdton and ma 


"20 Korn letter sertes". Produce and Mai_ 


McMahon. OSutfivan* 


McMahon, O’SuIrvan 


McMahon,Reese. 
Warwick" 


Larcerra, Warwick* 


Haasche. Warwick* 


Haesche, Evawtz, Ensk 
at .Warwick" 


Estimate& 

SchecMe Slmoos/Ftoam Y 


Produce 

Procedure Ftoam NR 


Procedure wntton by 
Huftine 


Phone caW .. 


WHEN'???? 


I "20 week" series Document Specs and execute 


Haesche",McMahon.E 
vaoTtz.Etrskat.Warwick 


Ootarl Schod. 
and Specs 


Scheduled date comptete 




■ 

■ _ 


B_ Pool Table tsi for checking abusers _ Simons. Co^eto* 

B_ Set ito sfandatd Depose Recondltatton Procedi^ Laurence, WaH&r* 

Expansion ol WashtoQion Si reel Reception/ 

g_ staging area _ ChfKtiansen", Hutfine 

02_ Data tofwardioq to Richmond & not Forwarded Shnons*? _ 

0?_ 1st or 2nd Redeemers _ Snrion s?_ 

B2_ Audit Trail for Retatfer Reward Pokrts _ Young Potts. Fry" 

Streamline Recewog Posting and M&D 

0 malntonance reomremeots _Duane. Kkidred. Fry* 


Alpha Listing 
Procedure, 
Samples 
Schedule o( 


■nni 


FoastifMy and 
Estimate 


WHEN??? 

Use May as lest of 


When writ be oomptote 

Renee to expiam_ 

Renee to explain _ 

Feasibftty, Need 
tonctfonal requirements 

Determine need 


Pul 48 Hr receivna Schedufe/Log On-bne for PM I Duane. Kindred* 


Determine cost, f&osf 


Addfiona) T ernxnal In Research Area 


Need to capture CX^R codes from source 
B? documents and pass to Richmond 


Re-cast and ahgn 10% samptang errors that were 
48 NEO SYS Y A_ Nfortoced into MSA __ 


Ports, Whaten. PM" 


|Potts,Evan(tz,FtY‘ 


When installed 


McMahon N N 


|Whaton,PQtts |NR |N 


8i9e8eifro:.' 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 





































































6/i5/SM.4. .'M 


Master, V10 



Comp. 

Grou 

49 

NEO 

RR 

W 

NEO 

SYS 

51 

NEO 

DIST 

52 




Compfete M featurod data transmisskDn to 

Madcfen (or Hft Catatog ofders _ 

EsiaWtet) Cornmomcation, Escatetton Proceodres, 

Contacts, and Phono Numbors _ 

bstattfeJi Cross Roteironc© of PM Part Numbers to 


■status, owner, and drstnbmion 


Who Leads, Does* 

DdlveraU* 

To Wha 

pons, Fry' 

Cofnptete 
lostod system 
and opcralionai 

Potts,Yoon 

Warwick', Sjimns 

Gsdaiion 

Dwectory 

Simons 

Nickert, Fry*. Duane 

Specification, 

Schedule 

Duane, 

McMahon 

McMahon*. StMH, 
Oitxasl.Waiwick 

lillll 

Team 


NR_ 

NR N 


Oocumeot may exist for 



At9e9tiii7o: 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 




































































6/15/9% r PM 


K6/10 


1 

WM 

■ 


■ 

Ta»K 

Who Does* 

DvIlvaraM* 

To Whofn 

' jBH 





Status 



■■ 


mm 









1 





















i 


igiill 







Y=Yes, fc»n(ly approved | 

1 

■ 


mm 


B 












B 






HB 






B 






B 







B 













B 

B 





HH 




YsYes, Signed off and Proj.Compfefel 




■ 

B 




IHHHb 

BHi 


im 

mu 

N=Nrt approved yel. | 




■ 



_ 


_ 

■ 







or9L&Rii70%^ 


Page 4 


, I 

ii 

Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 



















MARLBORO COUNTRY STORE FULFILLMENT 


OB TECTIVK: 


• TO FULFILL A QUALIFIED CONSUMER 
ORDER WITHIN 2 WEEKS OF RECEIPT 
OF THAT ORDER 


• TO PROVIDE CUSTOMER SERVICE 
SUPPORT TO OUR TELEMARKETING 
FUNCTION 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 






PHtUP fiAORRiS FUNCTKDNAL PROCESS FLOW 



Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 
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MCS CONTINGENCY PLAN FOR BACKORDERS 


• CURRENTLY WE SEND DELAY LETTERS. 

AT THE 1 OTH WEEK OF A CONSUMERS 
ORDER 

• SUGGEST REDUCING THAT TIME LAG 
FOR MCS. DELAY LETTER TIMING WILL 
BE DETERMINED ONCE ALL DELIVERY 
SCHEDULES ARE AVAILABLE 

• SORRY PACKAGES THAT INCLUDED A 
T-SHIRT WERE SENT TO 500M MAT 
RESPONDERS WHO HAD WAITED 12 
WEEKS TO RECEIVE THEIR 
MERCHANDISE 

THIS GENERATED ABOUT 200 PHONE 
CALLS FROM CONSUMERS WHO 
WANTED TO KNOW "WHERE'S MINE"? 

• ALTHOUGH A GIFT MIGHT BE THE 

PREFERRED WAY TO SAY "SORRY", I'D 
RECOMMEND A PAPER RESPONSE, USE | 
THE MONEY SPENT ON THE GIFT FOR g 
AIR FREIGHT ON YOUR LATE - 

MERCHANDISE 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 



MCS REPORTING 


NEODATA WILL BE PROVIDING DAILY AND 
WEEKLY DATA FOR PHILIP MORRIS 

DAILY ON LINE IN THE NYO 

• ON HAND INVENTORY 

• ORDERS PROCESSED 

• MAIL COUNTS 

• PO RECEIPTS 

• QC STATUS 

WEEKLY TRANSMISSIONS TO MSA, RICHMOND 
DATABASE & LEO BURNETT 

• MARKET RESEARCH WILL BE ISSUING 
ANALYSIS BASED ON THIS DATA 

• TM/CUSTOMER SERVICE WILL ALSO BE 
PROVIDING WEEKLY CONSUMER 
SATISFACTION SURVEY RESULTS AND 
CALL CONTENT REPORTS 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 
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Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 


FULFILLMENT 
Setting It Up Right To 
Meet Our Consumer's 
Expectations 

Step 6 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 
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FulflUment Information Form and P.O* Box Request 

^Js this form to provide the basic required iafornuiUoa about a program, I 'pan n*( eipi of compieie information^ a 
P.O. Box number will be assigned. 

Prepared By:- - Date Ordered: / / 

FIM Marketing and Bar Code should be sent to: 

Name:__ Address:_ 

Company Name:_ City/Siaie/Zip Code:_ 

Reauired Program Information; Provide AIJ^ of the information requested below. 

Brand: . . _ 

Program Name/Description: ______ 

Program Drop Date: _ ! _ Program Expiration Date: / / Total Redemption Rate:_ 

Typeof Inbound Mail: □ Consumer Pays Postage Consumer Package to be Sent: □ Third Class 

□ BRC □ UPS 

□ BRE - 1 or. or less 

□ BRE - 2 or. or loss (more than I 02 .) Total Circulation:_ 

Distribution: On Page □ TipTn □ Other □ 

Est. P.O. Box Source hsi. P.O. Box Source 

\kiliQd £ksL Rgdemp^ Assi.gi]£d Code Magazinc.Namg .Citr. Assigned Code 

Direct Mail _ _ _ _ _ _ __ _ _ 

FSIs _ _ _ _ _ _ _ _ _ 

On Pack _ _ _ _ _ _ _ _ _ 

On Carton _ _ _ _ _ _ _ _ _ 

\-m) _ _ _ _ _ _ _ _ _ 

pos _ _ _ _ _ _ _ _ _ 

Other _ _ _ _- _ __ _ _ _ 

Use the following address for consumer responses: Use the following address for undeliverable mail: 


"Vepared By- 


Date: / / 


#4002 FRONT 

A separate Page 2 is Required for EACH Fulfillment Item Offered PM USA/rev. 5/94 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 
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Fulfillment Information Form and 
P*0. Box Request 


Page 2 

Date: / / 

Program Name/Description:_ 


EuifiHmejU Item Information ; Required for all Programs. Please answer ail questions. 

Fulfillment Item Description: Total Number of Items Offered in this Program: 


Estimated # of Consumer Orders:_ Initial Qty, Ordered from Supplier: 

Anticipated Delivery Date of Fulfillment: / / Item POS #:_ 

Reorder Leadtime for this Item is:_ 

Consumer^Reauir^mejits : Required for all Programs. Please answer al) questions. 


Ouantitv of Pack UPC’s for this Item 

#/Anu. Required 

Is this Offer l.imlted? 

O 

No Limit 

Are UPCs Required? □ Yes 


If Yes: 

O 

1 Per Person 

□ No 



□ 

1 Per Household 




□ 

Other - Pictse Expiwi 

*s Postage and Handling to be Paid by Consumer? 

□ No 

□ Yes S 




Other JuifiUmeQlJLnLQrmatlQn ; Required for all Programs. 

Are other enciosures/messages to accompany the fulfiUmem item(s)? (i.e.. Survey. Postage Paid Reply Card. Envelope) 
O Yes (Describe requirements below) O No 


Are Thank You Cards lo be bnclosod? □ No □ Yes. Use Cards wiih Brand ID 
Anticipated Delivery Date of Materials: Date: / / 


Coupon Data : Complete if applicable. The Coupon B^sic Qata Sheet must be completed and must accompany this request. 

Are Coupons Required as Pan of Fulfillment Bounceback? 

□ No □ Yes If Yes: UIX:# _ Qiy _ 

Value _ h.st. Redemp. _Hsi. Resp. _ % 


Fulfillment Basic Data and P,0. Box Number Request 


#4002 FRONT 
PM USA/RBV- 5/94 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 
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SHIP TO: 


PHILIP MORRIS 

PROMOTIONAL FULFILLMENT 

INVENTORY REQUEST 

Dote of Request 


PW USA REV 11/13 

Poont 


PHONE NO. (required) 


SPECIAL INSTRUCTIONS: 


m PREFERRED DELIVERY DATE_ 

(Allow at (east 5 days from date of request) 

m PURPOSE: 

(Ptaase state intended use for requested items) 


1 

m 

DESCRIPTION OF ITEM 

QUANTITY 

REQUESTED 


























[H DEPARTMENT:_BUILDING:_ FLOOR: 

DEPARTMENT CHARGE CODE: __ 

[6] REQUESTED BY:_ EXTENSION:_ 

S MONETARY APPROVAL: (Signatured ____ 

OVERNIGHT/AIR SHIPMENT REQUEST (Signatured ____ 

(Monetary Approval must be director level or higher for overnight air shipments) 

Promotional FulfiUment Shipment Approval: _ 


ru 

o 

-ti 

h-» 

O) 

03 

CjJ 

Ch 

rs3 

-0 


For Futfillmant use only: 


KHSTRfBLmON: 


FULFILLMENT GFIOUF 
ACCOlMnNG .. 


FUURLtMENT HOUSE 
REQUESTOR ^ 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 
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Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 
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Pha^ Morris U S A. - Coniinuitv Promotions 

Functional Area: Islsn^SlML Functional Responsibility: Program Set-uo & Imoleiwntation NametRene^ VM $ijnQDS Page No.. 


FUNCTIONAL IMPACT CHART 


Inputs 

Source - 

—^ My Job 

—► Output 

Distribution 

Description & Drop Date 
of Program 

Brand or Fulfillment 

Describe scope of functional 
responsibility: 

- Ensure that program 
is set-up with M aspects 
of the project in mir>d 
(800#, FuHiHment, 

Customer Service, 

Scripting, Training, 
Programming etc.) and 
that each Functional area 
understands what the 
other is doing & how it 
relates to telemarketing 

Time needed to complete 
(In weeks): 

1-11/2 months prior 
to program drop date 

Documentation detailing 
estimated call volume & 
budget 

Brand/Finance 

E-mail or phone call advising 
of vendor 

Brand/Fulfillment 

Choose VerKtor 

NeodatX Depends 

Site! \ on program 

ATI / requirements 

Call Flow Design Chart 

TM Manager 

Design Call Flow 

K&A;AT&T 

Secure 800# 

K&A holding existing 
numbers or AT&T 

E-mail advising of 800# 

Brand/Fulfillment 

Review of vehicles using 
800# 

Brand /Fulfillment 

Recommended changes 
in writing for consumer 
clarify 

Brand/Fulfillment 

Actual samples of all 

POS, ads and 
incentives for training 

Brand/Media/FulfiHment/ 
Purchasing i 

i 

1 

1 

Training document for CSRs 

CSRs/Brand/Fulfillment 


T £9886X1^02 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 


























Functional Responsibility:. 



FUNCTIONAL IMPACT CHART 


Fact sheet for all programs. 
(Even those without an 

800#) 

Brand 

Weekly status meetings 

Each TM vendor/K&A/ 
Fulfillmenl 

Test BOOTS 

K&A & TM vendors 

Programming 

TM vendors w/K&A & 

TM Manager 

Prepare scr^ts 

K&A 


Distribution 


Describe scope of functional 
responsibility; 

- Ensure that program 
is set-up with all aspects 
of the project in mind 
(800#, Fulfillment, 
Customer Service, 
Scrpng, Training, 
Programming etc.) and 
that each Functional area 
understands what the 
other is doing & how it 
relates to telemarKeting 


Time needed to complete 
(in weeks): 

1-11/2 months prior 
to program drop date 



Training documentation for 
CSRs 

CSRs/Futfillment 

Consumer Affairs 

Review of any current 
issues, problem solving 
followecl-upby weekly 
documentation 

K&A/TM Manager 

Phone caN or E-mail advising 
status of 800# 

TM Manager/K&A 

Documentation from TM 
vendors w/proposed 
budget for programming 

K&A/TM Manager/Brand 

Written scr^ tor approval 

TM Manager/Brand/ 
FulfHlment/Legal 




Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 



























Philta Morris U.S.A. - ContinuHv Promotions 

Functional Area: Telemarketing Functional ResponsMAv: Program Set-up & liwlementatioa Name: flenee V.H. 6imns PageNo._2^ 


FUNCTIONAL IMPACT CHART 


Inputs 

Source - 

—My Job - 

—► Output 

Distribution 

Data Inventory due to 
Fulfillment house 

Fulfillment/Purchasing 

Describe scope of 

functional 

responsibility: 

- Ensure that the program 
is running smoothly 

- Address all current 
issues 

- Provide all appropriate 
parties with reporting 

Time needed to complete 
(in weeks); 

On-going-weekly 

Phone contact w/TM 
vendors to advise dates 
(or if expected delays) 

TM Manager/K&A/CSRs 

Monitor Calls 

TM vendors/K&A 

Weekly report re: resufts 
& recommerKfations for 
refresher training 

TM Manager/K&ZVTM 
vendors 

Focus Groups 

GSRs 

f 

Documentation re: what 
consumers are saying 

Brand/K&A/Fulfillment 

Call statistics 

- offered 

- answered 

- abandoned 

- ASA, etc. 

TM Vendors through K&A 

Daily report 

We^ly report 

TM Manager 

Brand 

Weekly status meetings 
w/individual vendors 

TM Vendors/K&A 

Discussion of current 
issues & documentation of 
agreed upon action to be 
taken 

TM Manager/K&A 

Weekly status meetings 
with Fulfillment 

Fulfillment/Purchasing 

Discussion of current 
issues, action to be taken & 
documentation as 
appropriate 

Brand/FulfiHment/K&/V 

TM Vendors 


e89e8eTfr02 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 



























Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 













1-8QQ Numb^r Process Flow 


1) Brand decides to execute a program utilizing a 1-800 number 

2) Brand advises Purchasing/Fulfillment of the program and need for a 1-800 number 

3) Purchasing/Fulfillmentchooses Fulfillment House and advises K&A that a 1-800 
number is required. (More than one number may be required depending on the 
complexity of the progianrL) 

4) 1-800 number secured and provided to the Purchasing/Fulfillment Group 

5) Purchasing/Fulfillment advises K&A of the program specifics (e. g., circulation(s), 
drop date(s), media vehicle(s), etc.) that will contain the 1-800 number. **(i)^* 

6) Training materials are prepared and/or secured as needed. 

7) Training for Customer Service Reps is scheduled (usually one week prior to the drop 
date). 

8) K&A conducts training with assistance from the Brand and Purchasing/Fulfillment 
Groups to review offer, media, etc. as well as the items being offered to consumers. 

9) Telemarkedng/K&A facility monitor calls on a daily basis to measure the quality of the 
calls. (PM Purchasing/Fulfillment Analysts generally monitor calls on a weekly basis.) 
**(3)** 

10) Refresher Training is conducted as needed either one-on-one or as a group. **(4)*’*" 

11) Reports are provided to PM (individual Purchasing/Fulfillrnent Analysts) on a daily 
basis as to the call volume and content. **(5)** 

12) Focus groups arc conducted on a weekly basis (via conference call) to discuss any 
current issues. 


**(l)** TM Manager should be advised immediately of any potential program start-up 

which will include a 1-800 number to ensure telemarketing facilities arc aware of 
potential call volumes, A promotional calendar should be prepared to monitor all 
programs utilizing a 1-800 number. 

)jc%( 2 )** Xi*aining should be scheduled through the TM Manager so he/she may act as the 
liaison between Brand, Purchasing/Fulfillment, Telemarketing vendor. Corporate 
Affairs and any back-up facility. 

**(3)"*^* Calls should be monitored on a daily basis and no advance notice should be 

required. Software should be available so the TM Manager can monitor the actual 
Switch Reports for each facility. 

**(4)** Refresher training should be scheduled by the TM Manager and administered in 
conjunction with K&A and the individual facilities. 

**(5)** Reports must be modified to reflect the needs of all groups affected (Brand, 
Database, Corporate Affairs, Purchasing/Fulfillment). There should be one 
comprehensive report issued by Telemarketing that meets all the groups needs. 
(Separate reporting should not be required for each Brand.) 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxl0000 


2041883635 




Source: https://www.industrydocunnents.ucsf.eclu/docs/xnxlOOOO 


Philip Morns USA Continuity Promotions 


Functional Area: Consumer Satisfaction Functional Responsibility: Audit _ Name: Marla Antonoff Page No. i 


FUNCTIONAL IMPACT CHART 

Inputs 

Source 

My Job 

>-> 

Output 

Dtstribudon 

Define # of proofs of 
purdiase required 

Operations 

Describe scope of functional 
responsibility: 

Audit catalogue 

• delivery 

• CSR’s 

pick and pack 
«stiipping and handling 

• retkmption 



Identify and order variety of 
combination of items 

Purchasing 

Review receipt of orders 
provide evaluation 

Project task force 

Monitor orders 

800 # Neodata customer 
serv 


Review customer service 

Project task force 








Tuns needed (o complete (in weeks): 

10-12 weeks 











Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 





















PhUip Mot.^ USA Continuity Promotions 

Functional Area: Consumer Satisfaction Functional Responsibility: Benchmarking _ Name: Marla Antonoff Page No. 2 


FUNCTIONAL IMPACT CHART 


Inputs 

Source 

Identify and collect category 
catalogue activity 

Field market checks, sales 
force 

Identity, collect and 
evaluate CPG activity 

Review FSI’s, magazines, 
retail ctiecks 

Identify, collect and 
evaluate catalogue activity 

Review catalogues 



responsibility: 

On-going compilation review 
and evaluation of competitive 
and non-competitive catalogue 
activity 



Time newicd lo complete (in weeks): 

8-16 weeks 


Output 


Presentation Boards of 
activity 


Evaluation of delivery, 
production and 
merchandise 


[Hstribution 


All individuals involved in 
catalogue development and 
execution 




Source: https://www.industryclocuments.ucsf.edu/docs/xnxlOOOO 



















Philip Monts USA Continuity Promotions 

Functional Area: Consumer Satisfaction _ Functional Responsibility: Research 


Name: Marla Antonoff Page No. 3 


FUNCTIONAL IMPACT CHART 


Inputs 

Source 


My Job 

>-> 

Output 

Distribution 

Prepare C. Sat brief 

Research finns 

Dcscnbe scope of functional 
responsibiUcy: 

To provide on-going evaluation 
of consumer satisfaction levels 
and expectations and offer 
areas to initiate continuous 

Proposals 

Consumer services 

Identity research agencies 
and brief 

MRD Group 


MRD 

Prepare C. Sal quest 

Research group 


C. Sat questionnaire 

Brand, MRD, fulfillment 








Tune needed lo complete (in weeks): 

6 weeks 






i_____ 



6E9eeBTV0Z 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 















PHILIP MORRIS MCS mUDIT TRAIL ORDER LOG 


NAME/ADORESS 

ITEMS 

# OF MILES 

S&H CHARGES 

DATE SENT 

STATUS 

DATE 

RECEIVED 

STATUS 

— 

j redacted ' 

( - 

Bam Coat{L) 
Tee Black 
DoppKit 

Gear Bag 

1J00 

150 

325 

610 

2,785 

$10.00 

18-May 

Mailed in brown 
jiffy bag 




REDACTED 

Denim Shirt 
Jean JacKel(L) 
Thecmos 
Cookout Irons 

390 

800 

525 

370 

2,090 

$7,00 

18-May 

Mailed in brown 
jiffy bag 




i 

' redacted 

Dartboard 

Cap-Red 

Bam Coat(L) 

1.450 

100 

‘ 1,700 
3,250 

$10.00 

I 

18-May 

Mailed in brown 
jiffy bag 




redacted 

Leather. Tool 
Lighter 

Bandana 

825 

280 

25 

1,130 

$5.00 

18-May 

Mailed in 
shoebox 


Sent 5 
times too 
many miles 

Overage of miles 
returned 6/4 

redacted 

Gear Bag 
Bandana 

Bill Chill 

Dopp Kit 

■1 

$7.00 

18-May 

Mailed in brown 
jiffy bag 

Called 800# 
to advise of 
overage, said 
miles would 
not be return 

Sent 5 
limes too 
many miles 

Overage of miles 
relumed 6/4 

i 

redacted 

Denim Shift(L) 
Bandana 

Tee Red 
Leather. Tools 


$5.00 

18-May 

Mailed In 
shoebox 




redacted 

1_ 

Jean Jacket (s) 
Thermos 

Tee Blue 

800 

525 

150 

1,475 

$5.00 

9-Jun 

Mailed in 
browrr jiffy bag 



Sent 75 less miles 




PAGE1 




Source: https://www.industrydocuments.ucsf.eclu/docs/xnxlOOOO 


R: REDACTED MATERIAL 




















































PHILIP MORRIS MCS mJDIT TRAIL ORDER LOG 


NAME/ADDRESS 

ITEMS 

# OF MILES 

S&H CHARGES 

DATESENT 

STATUS 

DATE 

RECEIVED 

STATUS 

IUBHB 

REDACTED ! 

Wallet 

Harp 

Lighter 

175 

300 

280 

755 

$3.00 

18-May 

Mailed in 
shoebox 

- - - -.. 



Sent perfectly 
straight cuts 

redacted 

Denim Shirt(M) 
Tee Black 
Cookout Iron 

I 


$3,00 

20-May 

Sent in personal 
envelope 



Sent really bad cots 
Sent in $5.00 too 
much forp&h 

REDACTED 

Bam Coat(L) 
Dopp Kit 

Tee Red 

1,700 

325 

150 

2.175 

$7.00 

_ 1_ _ 

9-Jun 

Mailed in brown 
jiffy bag 




1 

REDACTED 

Swiss Army 
Cookoul Irons 
Denim Shirt(L) 


$7..0b 






1 

1 redacted 

Jean Jacket(L) 
Denim Shirt{M) 
Gear Bag 
Cap-Red 


$7.00 

9-Jun 

Mailed in brown 
jiffy bag 


i 


REDACTED 

Bill Chill 

Leather Tool 
Watch 

720 

825 

1,450 

2.795 

$10.00 






' redacted 

Bam Coat(M) 
Army Watch 
Gear Bag 

Darts 

Bill Chill 

1.700 

1,450 

610 

1,450 

720 

5,930 

$10.00 




1 

t 

1 




PAGE 2 


i 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 


R: REDACTED MATERIAL 














































PHILIP MORRIS MCS mUDIT TRAIL ORDER LOG 


NAME/ADDRESS 

ITEMS 

# OF MILES 

S&H CHARGES 

DATE SENT 

STATUS 

DATE 

RECEIVED 

STATUS 

NOTES 

. redacted 

1 

Leather Tool 

825 

$3.00 

Order #1 sent 
on 6/16 




Send same orders 
times over 14 days 
Sent in manilla 
envelope 

REDACTED 

Tee Blue 

Jean Jacket(S) 
Swiss Army 

1 

150 

800 

1,450 

2,400 







REDACTED 

1 

Bam Coal(M) 
Lighter 

Harp 

1,700 

280 

300 

2,250 

( - ^ 





SerKl two days after 
item above 

5 

REDACTED 

Wallet 

Leather Tool 
Bandana 

Caps Red/Bia 

175 

825 

25 

200 

1,225 






Send 2 days after 
item atxwe 

REDACTED 

Gear Bag 

Bill Chill 

Watch 

Bam Coat(S) 

610 

720 

1,450 

1,700 

4,480 






Send 3 days after 
Hern above 




PAGE 3 




Source: https://www.industrydocuments.ucsf.eclu/docs/xnxlOOOO 
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PM BENCHMARKING PRODUCT/ITEM LOG 


n 

I 

i 




9 

I 

1 





s 


PACKAOe OOOOJ 

LEVER SNUCOLE BEAR 


ORIGINAL COMPLETED CtlTlIFICATE Z 
PROOFS FROM ANY 

MAIL 

fulfillment HOUSE - YOUNG AMI 
CORPORATION 

S Apr 

IB May 


ALLOW S TO INKS FOR DEUVfRY 

ORDER REJECTED AND RETURNED DOE TO NONCOMPtlANCI 
NOT USE OflWIMAL CASH RECEIPT 

PACKAOE 00008 

pniENDSHip 8 oi;r cream FlEaP 
800KLET PLUS SO COUPON 

$1 oa 

3 PROOFS FROM ANY 

MAIL 


• Apr 



ALLOW 8 WKS FOR DELIVERY 

TRIED TO CALL TO FOLLOW UP NO TELEPHONE NUMBER U8 
OFFER 

PACKAGE 00008 

NABISCO PAMIY FAVOniTEB CO 
JAR OFFER 

If I 09 

2 PHOOF8 FROM f1 502 OR LARGER 

MAIL 

PRICE IS VERY SMALL ON OROEH 

IfWtH 

0 Jut) 

GOOD 

AUOW 12 WKS FOR DELIVERY 

FULFILLMENT SERVICE 18 FIRST FULFILLMENT WNAOEMENT 
CAME WITH BOUNCEOACK COUPON 

PACKAGE 00008 

SUCCESS RCE BOOK OFFER 

9209 

1 PROOF FROM ANY 

MAIL 


8 Apr 

8 May' 

GOOD 

OOE5NT SPECIFY 

BOOK CAME WITH NO lEHER 

PACKAGE GOODS 

JELLO CUHERS 

FREE 

CASH REGISTER RECEIPT A PROOFS Ff 
ANY 2 FROM ANY UROE 

MAIL 


B-Apr 

17 Jun 

COQO 

Sf 25 POSTAGE « HANDLING 9 S 
FOR DELIVERY 

' 

ON All CALLED BOM WAITED FOR FOUR MINUTES PERSON 
UP ORDER. NOT FOUND IN SYSTEM ADVISED THAT FULFIU 
CENTER WOUU) B£ NORFIED APOLOOttEO pnOFUeELY 

PACKAGE QOO03 

JELLO TRAVEL SAVINGS 

S3 00 

VARIOUS COMBINATION Of PROOFS 

MAIL 

REQUESTED S20O IN TRAVEL SAW 
A LOT OF PROOFS REOUIRED 

8 Apr 

1 

8 Jun 

OOOD 

OOESKT SPECIFY 

I 800-21UEUO * USTEO FOR QUESTIONS CALLED ON S/9 
SAID IT TAKES <-S WKS FOR CERTIFICATES PACKAGE CAME 
RECIPE BOOKLET 

PACKAGE GOODS 

MAM'S WATCH 

PAH 

SO OS 

3 PROOFS OF ANY 

MAIL 


21-Apf 

31 Mai 

i 

GOOD 

ALLOW S ID 

ARRIVED WITH NO LETTER 

PACKAGE GOODS 

SURF SOCCER CAROS 

FREE 

ORUIKAL CASH nEOtSTER RECEIPT 1 
OF ANY 

MAIL 


21-Apf 


i 

ALLOW 8 8 


PACKAGE 00005 

;NE8TL£ r SHIRT OFFER 

ssos 

ifWO PROOFS OF PURaiASE ON 1 550 
LARGER 

|MAIL 

CHARGED S4 0Q FOR SISPPtNQ AN 
HANDLING 

fi-Mair 



;AUOW AS 

CALLED 9009 ON 803, REFERREO TO ANOTHER 8004 REFK 
AGAIN TO ANOTHER 8008, ADVISED THAT lAHQEB RAN OUT 
|NEW ORDER tHOULQ ARRIVE IN TWO WKS 

PACKAGE GOOCA 

CATALOG 

TWIMNGS TEA CARR'S COOKIES 
TEA 

FREE 

WB. 

1 PROOF OF TWIWNQ TEA 

WAIL 

■ 


22 Apr 


■ 

AUOW 4-« 

DID HOT RECEIVE ON TIME HO i USTEO TO CAU 

U. DEAN 














ARCADIA JACKET 

SAOOO 

N/A 

PHONE 

ON back OnOER FOR s wxs very 
APOLOGETIC 

l-Apr 

29 Apr 

QOOD 

S3 15 par 5-7 bus (Mp 

MOST reasonable POLICY 


T SHIRT 

S17 00 

N/A 

PHONE 

ORDER CONFIRMEO RARELY BACK 
ORORD ON T-SHIRTS 

1 Apr 

IS Apr 

GOOD 


tool AVAIU8LE 24 HRS A DAY 


DENIM SHinl 

833 00 

N/A 

PHONE 

10 WV BACK ORDER VERY POPUl 
ITEM 

s-Apr 

21 Apr 

GOOD 


RECEIVED ITEM CONFIRMATION AND MINI CATALOG 


GEAR BAG W Monogram 

S04 00 

N/A 

PHONE 

ORDER CONFIRMED 

■ Apr 

13 Apr 

GOOD 




f;fr9e89lt’02 
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Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 




PM BENCHMARKING PRODUCT/ITEM LOG 




AttOW 9 WKS FOfl OEUVERY imiED TO CAlL TO FOLLOW UP NO TELEPHONE NtlMOER LW 
lofFEA 


ill 99 I? PROOFS FROM 11 SOZ Ofl LAROEn MAIL PRICE 18 VERY SMAU ON OflOER FORM 8 Apr 9 Jun 0000 ALLOW 12 WXS FOR PELfVEfiY FULFILLMENT BERVICt 18 FIR8T FULFILLMENT MANAGEMENT 

I CAME WITH OOUNCEBACK COUPON 


12 00 PROOF FR<»T ANY 


FREE [CASH REaSTER RECEIPT 4 PROOFS FROM ANTMAtL 

Ifrom any laroe I 



( MAIL |flEQU£8TE0 J200 IN TRAVEL SAVINGS A LOT ONfl Apr 10 Jvn [GOOD (OOC8N7 SPECIFY 
PROOFS REOUIRCO 1111 



BOOK CAME Wmi MO lEHER 


ON W# CALLED WOf.WAlTEO FOR FOUR MINUTES. PERSON 
UP ORDER. NOT FOUHO IN OYOTEM A0VI8ED THAT FUl/ILl 
CENTER WOULD BE NOTIFIED APOLOOIZED PROFUSELY 


1-S00 21-<JEaO « USTED FOR QUESTIONS CALLED ON VO 
SAID IT TAKES Q-S WXB FOR CERTIFICATEO PACKAGE CAME 
RECIPE booklet 


ARRIVED Wini NO LFHER 


CAUCO 900# ON OTIS, REFERRED TO AHOTHEH MC#. REFti 
AGAIN TO ANOTHER IBM ADVISED THAT LARGES RAN OUT 
NEW OROEH SHOULD ARRIVE IN TWO WK8 

i 


DID NOT RECEIVE ON TIME NO 9 USTED TO CAa 




jo EAR RAG - W MoiwflwfiMOO (N/A 


(PHONE (10 DAY BACK ORDER VERY POPUWR HEM (0 Apr (21-Apr 


(phone order confirmed 


MOST REASONABU POUCY 


0009 AVAILABLE. 24 MRS A DAY 


RECEIVED ITEM CONFIRMATION AND MINI CATALOG 


),tr9e801t'O^ 


,ii,4Uikpi.. (k'k'!|'!I lii iliiipi'Mn:: ... 

Source: https://www.industryclocuments.ucsf.edu/docs/xnxlOOOO 
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PM BENCHMARKING PROOUCT/ITEM LOG 


I 



SIM' 

8 




B 

s 





CATiCOO 


sif 





tif 





hammacheh 

SCML^UMER 












KAYAK 

ii»0«s 

N/A 

1 

ORDER CONFIRMED VERY COURTEOUS A RESPO 

ttApt 

13-Apr 

1 

GOOD 

SHIPPINQ IS C BY TOTAL ORDER 
MIN IS $4 0S-$14 0S 

SOO# OPERATES 24 HRS A DAY 


ELECTWOMC DIARY 

S70 BS 

MM 

PHONE 

IN STOCK 

a Apr 

13 Apr 

□ OOP 

S 7 BUS DAYS 

RECEIVED LETTERS OF CONFIRMATION ON EACH ITEM 


SWISS ARMY KNIFE 

SN OS 

NM 

PHONE 

ON BACK OROn FOR 2 WK3 SHOULD BY 4m 

B Apr 

13 Apr 

QOOO 

SHIPPING IS SMOS 


CATAUOQ 




VICTORIA SECRE 












TERRY CLOTH ROeC 

S40D4 

NM 

PHONE 

.. .. 

OH BACK OKROER UNHL WO BACK ORDERS AF 
COMMON 

20 Apr 

3 Mar 

aCXTO 

SHIPPING IS CALCUWTEO BY ITEI 
TOTAL MIN S3 OS S17BS 

SPECIAL OFFER S28 OFF PURCHASE OF $75 OR MORE 


ADMIRAL BLOUSE 

IZSM 

NM 

PHONE 

ON BACK ORDER UNTIL S/S [TWO WEEKS) 

20 Apr 

3 May 

aooo 


PACKME WAS RECEIVED WITH ITEM CONFIHMATXTN AND Ml 
CATALOQ 


WHITE CHOPPED F SHIRI 

SIS 00 

MM 

PHONE 

FTEU SOLO OUT NOT RESTOCKINO WOMAN REFC 
TO NEWER CATALOQ 

20-Apr 




loooo 8£LUMQ~STRATEQY ON PHONE ’ 

CATALOG 






iff 





COCA COLA 












WATER MAHRESS 

S?Z 00 

NM 

PHONE 

IN STOCK WOMAN VERY HEIPFUL 

22 Apr 

27-Apr 

GOOD 

SHIPPINQ IS CALCULAIEO AS ftE» 
TOTALS 

CATALOG BEGAN 4/16 $00# OPERATES 24 HRB DAILY 


NAPKIN holder 

S2«Q0 

N7A 

PHONE 

ANNOUNCED SPECIALS IN-STOCK NO ITEMS ON 
ORDER YET 

22-Apr 

27 Apr 

GOOD 

$5 lit ORDERS ARRIVE IN 3 S 
BUSINESS DAYS 

PACKAGE ARRIVED WITH CUSTOMER SATISFACTION QUEST 


' , ■ sHeesitroe 

,i "i I ' '*■ ii'' ^ '' ' '' , 

' > i .'i' i J : r M'm 


I 




!!■' I', 


^ I 'I 



r I I I I , 
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Source: https://www.inclustryclocuments.ucsf.edu/docs/xnxlOOOO 
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PM BENCHMARKING PRODUCT/ITEM LOG 
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Source: https://www.industryclocuments.ucsf.edu/docs/xnxlOOOO 





PM BENCHMARKING PRODUCT/ITEM LOG 



I 


OOOER » 2 

SUCK 4AC«ET 

( 0 

<25 C NOTES 


OnOER SENT TO AL0( ALIKMNTAN 

im^iiii 



12 WEEKS FOR DEUVERY 

SENT »N OREY CNVEIOPE 



SI 






H 

■ 
















T SHIRT 

127 D9 

10 C'NOTES 

l||. 

ORDER SENT TO ALEX ALIKBAN/AN 

□j^miii 

10 Jun 

QOOO 

S WEEKS FOR OEUVERY 

SENT IN OREY ENVELOPE CAMEL CALLED ON M MIS8INQ 
SIZE 


SlEEVtESS OufiroH SMIHT 

SIS Oft 

to C NOTES 

■ 


0%Jun 

to Jun 

0000 


SENT FEDERAL EXPRESS 


' : t ''i" 
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Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 
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PHILIP MORRLS USA _ INTER^OFFICEJILQBRESPQNDENCE 

120 PARK AVENUE, NEW YORK, NY 10017-5592 

TO: Dennis Floam DATE: June 6, 1994 

FROM: MariaJ. Antonoff 

SUBJECT: MCS-AvidiLT r ail Qr tj Q r. LQ g 


In an effort to ensure that we are continuing to meet the highest 
consumer satisfaction standards for both Marlboro Adventure Team and 
Marlboro Country Store, the consumer satisfaction group is conducting an 
internal audit of the order fulfillment process being handled by Neodata. 

A variety of parameters in our fulfillment process are being assessed. 

Specifically, our objectives will be to assess; 

1. Customer Service attitudes and competency. 

2. Back Order m an agem en t an d tim elin ess. 

3. The Order Tracking Process. 

In order to accomplish these objectives, we have decided to elicit the aid of 
PM USA emplo)/ee$ by asking them to act as consumers, sending in actual 
orders. 

You have been pre-selected as one of our test consumers. Actual orders in 
your name, have been sent in which will be arriving at your home 
address. The attached sheet describes the items ordered and other 
particulars. 

In an effort to expedite our findings, please complete the information on 
the attached sheet and bring in along with all of your unopened packages 
to my office on the 12th floor. We would appreciate if you could hold all 
merd\andise unopened and attached log until last item is received. 

W e appreciate your assistance on this important project. As soon as the 
assignment is completed, we will share our findings. 

P.S. Any FUN ideas you might have on an equitable distribution of the 
goodies, please include with your completed tracking form. 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 
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MCS Audit Trail Order Log 
June 6^ 1994 
Page 2 


pm_usa:emplqyee order log 


Name: Dennis Floam 


Items Ordered: Description: Date Received: 

lean Jacket (L) _ _ 

Denim Shirts (M) _ _ 

Gear Bag _ _ _ 

Cap-Red _ _ _ 


Please let us know of any other communication received: 
Description: Date Received: 


Other Comments: 


PLEASE SEND THIS COMPLETED FORM IN TO MARLA ANTONOFF 
AFTER 

RECEIPT OF ALL ITEMS. THANK YOU FOR YOUR HELP. 


O 

4 ^ 

f—k 

o> 

Os 

CO 

Ov 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 







PHILIf .MORRIS 
BENCH MARKING 
ORDER FORM DETAILS 


MANUFACTURER 

^HIPPING 

COST 

DELIVERY 

TIME 

SPECIAL 

FEATURES 

LAYOUT 

NOTES 

Hamtnacher-Schlemmer 

11 j i i BHI 

5-7 business 

gift wrap 


Tax is required where there is 




available 


stores or warehouses 


$4.95-14.95 

■■■■■ 

800#-24 hours 


On line with CompuServe 




express delivery 


and Prodigy 







LL Bean 

$3.95 per order 

2-5 business 

800#availabie 


Other catalogs are mentioned 


Federal Express 

days 

24 hours ordering 


Size chads appear 




customer service 















Coca-Cola 

Varies by 

3-5 business 

800# available 




merchandise total 

liHHi 

Fax available 






24 hours 




$5.00-$11,00 

















Victoria Secret 

Varies by 

5-7 business 

Gift wrap 

Cluttered and small 



merdrandise total 

days 

800# available 



^ .. - 



24 hours 




$3.95-$17.95 

















Citi-Oollars 



800# availaUe 

clean and simple 

AH orders are subject to routine 
















24 hour fax 
















$3.00 per order 

Doesn't 

800# available 

LsMlJbliiJklU 

Sizing instructions are given 




24 hours 

Not enough Nnes 





Orders by mail 

on Older form 





entitiled to a $2.00 






discount with one 






upc 




pagel 


0B9£89li^02 


Source: https://www.industryclocuments.ucsf.edu/docs/xnxlOOOO 







































































PHILIt iVIORRIS 
BENCH MARKING 
ORDER FORM DETAILS 


MANUFACTURER 

SHIPPING 1 
COST 

DELIVERY 

TIME 

SPECIAL 

FEATURES 

LAYOUT 

NOTES 

Cutty Sark 

Varies by 

Doesn't 

800# available 

Clean and «mple 



merchadise total 

specify 

M-F 8am-8pm 




Ranges from 


Rush delivery 

. ... 



i$2.95-$6.95 


availaWe- $9.00 















Camel Cash 

No charge 

12 weeks 

800# available 

Very difficult to 

Offer expires 12/31/94 




Include b-day and 

read 





signature 






No phone orders 






accepted 









Maltx)ro Miles 

Varies by item 

10>12 weeks 

800# Customer 

Clean and simple 

Offer expires 12/31/94 


total. Ranges from 


service, no phone 




$2.00-$10.00 


orders accepted 













! 


Columbia House 

8 CD'S for $.01 

Doesnl 

Contractual 

Very confusing 

Sent in original order foim, 


! 

specify 

commitment for 


which was rejected for no 




6 CCD's over three 


explainable reason 




years 




tS9£98ltDZ 
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Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 




PHILIP MORRIS USA 


CONSUMER MARKETING SERVICES 


Consumer Satisfaction Survey 
Briefing 


2398891^02 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 



CONSUMER SATISFACTION SURVEY 
BRIEFING 

• MAT/MCS PROGRAM REVIEW 

• FULFILLMENT/CONSUMER SATISFACTION ISSUES 

• ASSIGNMENT OBJECTIVES 

' PROPOSAL DUE DATES 


es9e88]:t>’02 


Source: https://www.industryclocuments.ucsf.edu/docs/xnxlOOOO 



MARLBORO ADVENTURE TEAM 



WHAT IS MAT? 


The'Marlboro Adventure Team is a fully integrated themed consumer 
promotion that builds on the brand's "Marlboro Country” platform with an 
overlay of promotional action and adventure. 


•The program offered a fantasy adventure trip contest. 

•A catalogue of adventure team gear FREE with proofs ("Miles") 

-The MAT program allowed consumers to collect and save their miles for 
FREE Incentives. 


•MAT provided an umbrella theme for retail, direct, advertising and visibility 
programs. This program was undoubtedly the largest consumer promotion 
program fielded in the US in terms of reach and response. 




Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 



MARLBORO COUNTRY STORE 


WHAT IS COUNTRY STORE? 


The Marlboro Country Store is a fully integrated, themed consumer 
promotion that builds more traditionally on the brand's "Marlboro country" 
platform. The program works well with the resurgence of western fashion 
and culture in the U.S, today. 


Like MAT, Marlboro Country Store is a large scale continuity program that 
allows consumers to collect UPC's for free Incentives. (There is no overlay 
of a trip contest) 


Marlboro Country Store will provide a promotional umbrella for the brand's 
retail, direct, visibility, advertising, programs. 


SS9e88Tt^02 


Source: https://www.industryclocuments.ucsf.edu/docs/xnxlOOOO 



CONSUMER SATISFACTION SURVEY 


ASSIGNMENT OBJECTIVES 


• Identify key drivers of consumer satisfaction 


• Identify, and determine levels of consumer satisfaction and dissatisfaction of 
overall MAT and MCS programs broken down Into: 

-Service, Product, and Expectations 


•Identify and evaluate ''PONC"(price of non-conformance) costs associated 
with cons, disat; translation of cons, disat. into bottom line profit erosion. 
Define what additional revenues can be achieved as a result of continuous 
improvements(planning, inventory management, structure, call centers) 


•Franchise expansion, retention and defection and $ associated with each 


92969811703 


Source: https://www.industryclocuments.ucsf.edu/docs/xnxlOOOO 


RECOVERY PROCESS IMPACT 


II. 


i 


iS9e99W0E 
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Source: https://www.industryclocuments.ucsf.edu/docs/xnxlOOOO 



"SORRY" MARKETING 


♦ Delivery Delays 

- acknowledgment cards, letters, increased telecommunications 

-complimentary t-shirts, inserts, postage, shipping and handling 

-split shipment of orders 

-Increase system support 

-cancellation of orders 

-air shipment of re-order inventory 

-defection of Irate consumers? 

-mamagement time 
-lower loyalty 


6S9e&8ltr02 


Source: https://www.industryclocuments.ucsf.edu/docs/xnxlOOOO 



CATALOGUE SATISFACTION 


• Catalogue items 

- value, design, utility, functionality, broad appeal, image extending 

•catalogue merchandising 

•Order form facility 

•Communication Clarity 

•Expectations 

6S9e88Itr02 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 


EXPIRATION DATES 


• MAT miles-MCS miles, UPC(miles) expiration dates 


•Restrictions 


•Catalogue expiration dates 
•Expectations 


09909811/02 

i. 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 




ABUSE VS. ENTHUSIASTS 


• Items per person, items per household 

• Pooling of miles 

• Future guidelines 

• Expectations 


T99EB8lt'02 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 




UPC/MILES COLLECTION DEVICES 


• Miles on UPC panel vs. Insert (c-Notes) or other advanced technologies 

• Storage of miles 

- currently none provided 

- "lick and stick" books a la S&H greenstamp 

- other container options 




Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 




RELEVANCE OF CATALOGUE MARKETING IN THE CATEGORY 


If catalogue programs were discontinued in the future how would this effect 
consumer purchase decision? 


e99e88''''’! 


Source: https://www.industryclocuments.ucsf.edu/docs/xnxlOOOO 


REDEEMER SUBSETS 


•Rec’d merchandise within 12 weeks 
•Rec'd merchandise within 12-20 weeks 
•Rec'd merchandise beyond 20 weeks 
•Marlboro smokers 
•competitive smokers 
•Redeemed once 
•Multiple redeemers 


fr99e88Tfr02 


Source: https://www.industryclocuments.ucsf.edu/docs/xnxlOOOO 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 
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PHILIP MORRIS CONSl 


rr. -rmm 


DBscaprm 

Ilegal 

BS) 

(R) 

Attorney General/Attorneys 

Better Business Bureau 
Media/Consumer Advocates 
Parent of urKlerage 

Threat of lawsuit 
{Includes cc:*s to third parties) 

URG^ 

PROMOTION 

COMPLAINTS 

DARK 

BLUE 

(OB) 

Irate consumers 


CPBBi 
(G) ■ 

Immediate/permanent deletes 
Sensitive smokers’ issues 

qGARETTE 

PRODUCT 

Nelateo 

LIGHT 

auE 

(LB) 

Cigarette quality complaints 
Product Inquiries (e,g., T&N) 

DATABASE 

administration 

WHITE 

(WH) 

Add to database 

Change of Address 

Deceased 

Delete (reversible) 
Quitter/Non-Smoker 

pORPORATE 

NQUBES 

YELLOW 

(Y) 

Annual Report requests 

Coupon requests 

Executive Mail 

Happy Mail 

Ideas 

Sales/Personnei/Shareholders 
Smokers’ issues 

PHOMOTX)NAL 

INQUIRES 

ORANGE 

(0) 

Actual order 

Calalog/order form request 

Order status 

Request for promo Information 


999?.9dlV0Z 


Source: https://www.i 


JMER MAIL HANDLING PROCEDURES 

PPOCSJURE 

wem 

Alert NY Consumer Affairs via phone; 

Overnight originals to NYCA w/ attachments and INR form; 
Keep logging system for tracking purposes 

Route w/in 24 hours 

Resolve immediately 

Route to Telemarketing Site for resolution-call first 
(TMS: retain letter & response indefinitely (accessible 
to NYCA) {Exception: if mail addressed to PM Executive 
or if unable to handle, route to NYCA)] 

Route w/in 24 hours 

Resolve w/in 48 hours; 

Route to NYCA 

Route w/in 24 hours 

Resolve w/in 48 hours 

Route to Richmond Quality Assurance 

Route w/in 48 hours 

Resolve w/in 48-72 hours 

Hartdle on location 
{Exceptions: 

RQA route to NYCA for handling; 

Site! and TransTech route to designated data entry 
supplier for handling) 

Action w/ln 5 bus. days 

Route to NYCA 

Route w/in 5 bus. days 

Resolve w/in 5 bus. days 

Route to TMS handling promotion 

Route w/ln 48 hours 

Resolve wi/in 48-72 hours 


.ucsf.edu/docs/xnxl0000 




































Chapter 10: White Mail Procedures 


This Chapter describes information about and the procedures for: 

• White Mail Processing 

• White Mail Reporting 

• White Mail Categories 


Attachments to this chapter include: 

• White Mail Handling Procedures Grid 

• White Mail "Flowchart" 

• Sample Consumer Correspondence 

• Sample White Mail Report 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 
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WHITE MAIL 

White Mail can be defined as correspondence other than a typical response device (i.e., survey, 

order form, etc.) received. 

Philip Morris considers consumer correspondence EXTREMELY important and has implemented 

the following procedures to ensure that it is handled efficiently. 

PROCESSING GUIDELINES 

Below are guidelines, that when followed, will help insure that consumer correspondence is 

handled efficiently; 

• ALL pieces of white mail, that can easily be identified as such, shovtld be opened the 
SAME DAY they are received, regardless of volume received. White mail can be easily 
identified if it is returned in an envelope other than the BRE that has been provided to 
the corvsumer, or, in the case of a premium item program, if it seems that no UPC's are 
enclosed. 

• ALL pieces of white mail, regardless of whether they will be forwarded to a third party, 
will need to be date/time stamped upon opening. The irfformation to be staimped (on the 
top right corner) shorild include the following; 

• Company Name 

• Date 

• Time 

• ALL pieces of white mail that need to be forwarded to a third party will need to be) color 
coded (via a peel-off colored dot> and 21. The color code should be affixed to the upper 
right hand corner of the piece of mail. (Ail copies of the document should note the color 
code on the dot.) The "Action Taken" slip should be stapled to the upper left hand comer 
of the piece of mail. See Attachment A for an example. 

While "Action Taken" slips will be provided to each facility, it will be the responsibility 
of each supplier to purchase the colored peel-off dots. The corresponding color for each 
white mail category is shown on the "Handling Procedures" grid. 

• ALL pieces of white mail that require forwarding should include the envelope in which 
the document was received, and any other related material. 

• If available, copy the OCR code (16 digits') onto the document being forwarded. 

• Multi-issue letters will require more than one action and should be handled per the 
procedures outlined for each category and in the hierarchy that has been instituted. For 
example, if a letter is received that contains questions about a particular product, but also 
is an "add to the mailing list" request, a survey should be sent to the consumer and the 
letter should be forwcirded with an "Action T^en" slip to PM/Richmond. 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 





REPORTING OF WHITE MAIL ■ 


A separate White Mail Report must be issued for ea^ program vou are assiened. Reports 
should be mailed Cvia Reguleir Mail~> so they are received bv Philip Morris and LBCo. bi-monthlv 
feverv 1st and 3rd Monday'). Copies of the White Mail reports should be retained until the 
program has completed. 

There are two pages to the White Mail report: 

PAGE 1 

The first page details counts (for the specific time frame and cumulative) of white mail received 
by category. If you receive white mail that cannot fit into one of the prescribed categories, please 
J. Fernandez call to determine if a new category is necessary. Please do not add additional 
categories without consultine. 


PAGE 2 

The second page details the names of consumers received to date, categorized as having sent 
"Legal", "Urgent Promotion Coinplamt" or "Urgent Corporate" mail. Also included on the second 
page are the OCR codes for the consumers (if applicable), and dates the documents were sent 
to Philip Morris. 

Each White Mail Report will need to be signed by a Supervisor verifying that ail white mail has 
been sorted and counted correctly. 

Please refer to Attachment B for examples. 


The reports should be mailed (via Regular Mail) to: 


All Sites (QA, TM SiteS/ Suppliers) 

Suppliers 

Philip Morris U.S.A. AND 

Leo Burnett Co. 

120 Park Avenue 

35 West Wacker Drive 

New York, NY 10017 

Chicago, IL 60601 

Attn: Ms. Jean Fernandez 

Attn: Ms. Marnie Pilgrim 

TM Sites also 


J, Restivo 



Source: https://www.industrydocuments.ucsf.edu/docs/xnxlOOOO 
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WT^TTE MAIL C ... £_GQRY_DBSCRl?TIOKS.ANP PROrFDURI-St 

We have citegohzed the different types of white mail received to aid in executing 

handling procediues. The categories are presented in a hierarchical order. 


CATEGORIES. 

LEGAL 

COLOR CODE: RED 

* t 

♦ Consumers writing to or copying the Better Business Bureau, Attorney General, 
or any attorney. 

• Threat of lawsuit . 

♦ Any parents complaining that a minor in their household received a Philip Morns 
promotion in the mail. 

• Any correspondence from a media grouplconsumer advocates group. 


Please note that consumers mvist provide their name and address in order to be 
categorized as this type of mail. 


PROCEDURE; 1) CALL PM/NY CONSUMER AFFAIRS TO ALERT THEM 

THAT THEY SHOULD BE RECEIVING AN OVERNIGHT 
PACKAGE (Ms. Jean Fernandez (212) 880-3607). 

2) SEND ORIGINAL EKKrUTvIENT WITH - ' ^A Cn O N TAKE N*^ 
SUP FOR OVERNIGHT DELIVERY TO PM/NY 

(ATTN: Ms. Jean Fernandez). 

3) KEEP COPY OF DOCUMENT UNTIL NOTIHCATION OF 
RECEIPT IS RECEIVED; THEN SHRED COPY 


4) D<X:UMENT THE NECESSARY INFORMATION ON THE 
WHITE MAIL REPORT (PAGE 1 AND 2) 




Philip Morrislj.S.A. 

—5794- 

Direct Kiarkcting System 

Chapter 10: White Mail Procedures 


Page 10.4 
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W'HITE MAIL ArE.GORY DESCRIPTrONS AND PROCEDURES (COMTO ). 

liRGfNT-TJlQMQTIQN C.Q.MFLAINT 
COLOR CODE; DARK BLUE 

• Irate consumers writing about a particular promotion program. Letters are 
usually about having not received a fulfillment item, or are displeased with the 
program in general. 


Please note that consumers must provide their name and address in order to be 
categorized as this type of maiL 


PROCEDURE; 1) CALL APPROPRIATE FULFILLMENT HOUSE 

TO ALERT THEM THAT THEY SHOULD BE RECEIVLNG 
AN OVERNIGHT PACJCAGE (Contact Names Below) 

J. W P- P ^ 

2 SEND ORIGINAL DOCUMENT W ITfi "ACTION TA KEN^ 
SLIP FOR OVERNIGHT DELIVERY TO FULFILLMENT 
HOUSE 


3) FULHLLMBNT HOUSE TO RESOLVE WITHIN 48 HOURS 
AND RETAIN COPY OF DOCUMENT INDEFINITELY 

■^ EXCEPTION : IF DOCUMENT IS ADDRESSED TO A 
PHILIP MORRIS EXECUTIVE, OR IF FULFILLMENT 
HOUSE CANNOT RESOLVE SITUATION, DOCUMENT 
SHOULD BE FORWARDED TO PM/NY (Ms. Jean 
Fernandez) 



FULHLLMENT HOUSES 


MarlbAiQ 

NEODATA 

111 10th Street 

Des Moines, lA 50309-4284 


ATTN: Ms. Chris Warwick 
(515) 237-4813 


Other Premium/Discount Braitds 
CATALOG RESOURCES, INC. 

155 Commerce Way 
Suite C 

Dover, DE 19901 

^0 

ATTN: Mr. Jack Schenck a 

(302) 678-4800 ^ 

Co 


Philip Morris U.^.A. 

5/94 

IClrecl Marketing System 

Chapter 10: White Mail Procedure* 


Page 105 
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WT^ITE MAIL CA/1 rlGORY DESCRIPTIOMS ANT) PROCEDURES fCONTTP.)? 

URGENT CORPORATE 
COLOR CODE; GREEN 

• Consumers displeased with smoking in general or sensitive smoker issues. 

• Irateluvset consumers re^juesting to be immediately deleted from the "mailing 
list "/database. 

Please note that cox^mners must provide their name and address in order to be 
categorized as this type of mail. ^ 


PROCEDURE: 1) SEND ORIGINAL WITH •’ ACTION - TAKEN’ - S UP TO 

PM/CON$UMER AFFAIRS (Ms. Jean Fernandez) 

WITHIN 24 HOURS AFTER RECEIPT. 

2) PM/NY TO MARK NO-MAIL STATUS ON 
CONSUMER'S DATABASE RECORD. 

3) DOCUMENT THE NECESSARY INFORMATION ON THE 
WHITE MAIL REPORT (PAGE 1 AND 2) 


Philip Morris U.$.A. 

5/9i 

Direct Marketing System 

Chapter 10: White Mail Procedures 
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WHITE M AIL CATEGORY DE&CRTPTTQNS ANT> PROCEDURES fCONm )r 

CIGARETTE PRODUCT-RELATED 
COLOR CODE: LIGHT BLUE 

• ConsuTtiers displeased with the equality of their cigarettes. 

* Consumers inquiring about a specific product 's tar and nicotine^ ,e-/c 

Please note that consumers must provide their name and address in order to be 
categorized as this type of malL 


PROCEDURE: 1) SEND ORIGINAL WITH "ACTION TAKEN" SUP TO 

PM/RICHMOND (Contact Name Below) WITHIN 48 
HOURS AFTER RECEIPT. 

2) PM/RICHxMOND TO CALL CONSUMERS AND/OR 
WRITE LETTER 

CONTACT NAME 
Philip Morris USA 
P.O. Box 26603 
Richmond, VA 23261 
Mr. David Curie 
(804) 274-3623 


Philip Morris U S.A. 

5/94 

Direct Marketing System 

Chapter lO. White Mail Procedures 
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\^fH\TEM\ILCATgOOUV D^gCRrPTIONg AND PROCEDURES (CQNTD.)t 

PATABASEADMINTSTRATION 

COLOR CODE: N/A (HANDLE ON LOCATION) 

• Consumers requesting to be added to the '"mailing list"!database 

• Consumers notifying Philip Morris that they have quit smoking, have never 
smoked, or that a household member is deceased and Jcr uuint to be deleted from 
the "mailing list"!database, 

• Consumers requesting that their address be changed on the database 

• Blank/Profane/IUegible 

Please note that consumers must provide their name and address in order to be 
categorized as this type of mail. 


PROCEDURE; DATA ENTRY FACIUTY TO HANDLE ON-SITE: 

ADDS : GENERATE ADDRESS LABEL AND MAIL CONSUMER 
"WHITE MAIL SURVEY” 

OUTTTER$/NON-SMOKERS/DELETE5/DECEASED : DATA 
ENTER PER KEYING INSTRUCTIONS (Data Type = W) 

CHANGE OF ADDRESS : DATA ENTER PER KEYING 
INSTRUCTIONS (Data Type » A) 

BLANKS /PROFANE /ILLEGIBLE : COUNT AND SHRED 

DOCUMENT COUNTS OF ALL CATEGORIES ON WHITE MAIL 
REPORT 


S'Ws- 


Philip Morris U.S.A. 

—5754- 

birect MaLTkcting Sy$tem 

Chapter 10: White Mail Procedures 


Page lOS 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 


20418&3674 



WHITE MALL CATEGORY DESCRIPTIONS A?4D PROCEDURES 


CQBJ^.ORATE INQUIIUBS, 

COLOR CODE: YELLOW 

• Consumers requesting coupons, annual reports, other PM Corporate items 

• Unsolicited ideas from consumers 

• Smokers" rights groupsiadvocates 

• Letters regarding sales personnel, retailers or shareholders 

• Executive mail - — 

• ’"Happy Mail" 

Please note that consumers must provide their name and address in order to be 
categorized as this type of mail 


PROCEDURE: 1) SEND ORIGINAL WTTH "ACTION TAKEN" SLIP TO 

PM/NY CONSUMERS AFFAIRS (Ms. Jean Fernandez) 
WITHIN 5 BUSINESS DAYS 

2) PM/NY TO SEND LETTER TO CONSUMER (if appUcable) 
WITHIN 5 BUSINESS DAYS 


Philip Morris 

5/94 

Direct Marketing System 

Chapter 10: White Mail Procedures 
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PROMOTIC 
COLOR COl 



ORANGE 


• Consumers .questing specific program promotions, order forms, catalogs 


• Consumers requesting an order status or actually sending in an order 


Please note that consumers must provide their name and address in order to be 
categorized as this type of maiL 


PROCEDURE: 1) SEND ORIGINAL WITH “ACTION TAKEN” SUP TO ----— - 

FULFILLMENT HOUSE WITHIN 5 BUSINESS DAYS ■ • 

2) FULRLLMENT HOUSE TO RESOLVE WITHIN -S" 
BUSINESS-^YS \:A dU 


m?^LM£N.I.Jj-Q.USES 

Marlboro 

NEODATA 

111 10th Street 

Des Moines, lA 50309-4284 


ATTN: Ms. Chris Warwick 
(515) 2374813 


Other Prenuvun/Discount Brands 
CATALOG RESOURCES, INC, 
155 Commerce Way 
Suite C 

Dover, DE 19901 

ATTN: Mr. Jack Schenck 
(302) 6784800 


rv\cjp wic^ 0 ^ 



Philip Morris U.S.A. 5/94 Direct Marketing System 
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ATTACHMENT A • SAMPLE CONSUMER CORRESPONDENCE 




} 


Philip Morris U.S.A. 
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ATTACHMENT B -: AMPLE WHITE MAIL REPORT 


DATE: 

SUPPLIER NAME: 
PROGRAM NAME: 


CATEGORY 

LEGAL 


■WHITE MAIL REPORT 


TOTAL COUNT 

FOR PERIOD ENDING: CUMULATIVE 
MAY 15.1994 COUNT 


URGENT PROMOTION 
COMPLAINT 

URGENT CORPORATE 

CIGARETTE PRODUCT 
RELATED 

DATABASE ADMINISTRATION 

CORPORATE INQUIRIES 

PROMOTIONAL INQUIRIES 

BLANKS 

PROFANE 

ILLEGIBLE 

TOTAL LETTERS RECEIVED TO DATE*". 


N. ULS-f 


TOTAL MAY NOT AGREE WITH CUMULATIVE COUNTS DUE TO MULTI¬ 
ISSUE LETTERS 


Supervisor Approval 




t 

Philip Morris U,$.A. 

Chapter 10: White Mail Procedures 
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Per your instruction, the Slip will be changed to contain only the following information: 



Costs 

The attached estimate ($4,598.00) covers costs to typeset, produce keylines, print and ship to the 
various sites. Please review, sign and forward to your accounting department. 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 


2041883679 









CONSUMER COMPLAINT - item(s) not Received 


Consumer Name: 


Status of the order: 



O89088lfrO2 


This form to be stapled to “Legal Letters (red)" referring to promotions. 


Source: https://www.industryclocuments.ucsf.edu/docs/xnxlOOOO 
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RHILIE- MQRRIS USA _ INTERQEFICE CQRRESPQNDENCE 

120 PARK AVENUE, NEW YORK, N.Y. 10017 


TO: Distribution DATE: April 14, 1994 

FROM: Marla J, Antonoff^ 

SUBJECT: MCSJ^Y CONTACTLIST 


Attached is the PM NYO MCS Key Contact list If there arc any questions, direction or 
status requests in any of these areas, it is requested that the "resident expert" in that area be 
contacted {or the alternate) to avoid duplication of efforts and miniinizc inaccurate 
information being dispersed in the marketing organization. 


MS/mi 

MS94-8 

Pistributigp 

K. Bunte 
J. Eibon 
J. Mansmann 

J. McDaniels 

K. McMahon 
E. Moore 

G. Murphy 
N. Parmet 

R. Potts 

S. Piskor 
J. Restivo 
J. Royall 
P. Sica 
R. Simons 
J. Spcctor 

J. Trojanowski 
J. VanderPutten 
A. von Germeten 
R. Whalen 

T. Young 

cc: N. Lund 
J. Morgan 
R. Roper 
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MARLBORO COUNTRY STORE 

KEY POINT TEAM CONTACT 


RESPONSIBILITY 

CONTACT 

PHONE 

Retail/Media 

Prog. Develop & Communic 
Budget 

Nancy Parmet 

Steve Piskor 

X2216 

X4003 

Direct IVIail 

Prog. Develop & Conununic 
Budget 

Anne vonGermeten 

Steve Piskor 

Z3326 

X4003 

Forecasting 

Roy Whalen 

Z3892 


Paula Sica 

x3676 


Chxmy Murphy 

Z3666 

Systems 

Reggie Potts 

Z3193 


Jim Royall 

x5004 

Ss2^ 

tJack Mansniaiui 

Z3342 


Nancy Parmet 

X2216 

Retailer Rewards 

Tra^ Young 

Z3732 


Nancy Parmet 

X2216 


Source: https://www.industrydocunnents.ucsf.edu/docs/xnxlOOOO 
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Inventors 
mcoming Flow, 

Elisa Moore 

Z3082 

Status of Inventozy 

Ken Bunte 

X3447 

Fiilflltmant 

Order Processing, 

Pick & Pack Status 

E^athy McMahon 

X3847 


John Trojanowski 

X3360 

Database 

Names, LB coordination. 

Jeanne Bibon 

Z3491 

Consumer Affairs loop, 

"no malls" 

Jim Vander Putten 

x2740 

Telemarketing 
a) Operations 

Jeanine Restivo 

X273S 

- 

Renee Simons 

X3282 

b) Scripts 

Jeanine Restivo 

X2735 


Renee Simons 

X3282 

c) 600 # 

Jeanine Restivo 

X2735 


Marla Antonoff 

X3911 

a) Issues, Product 

Janice McDaniels 

X37S1 


Jim Spector 

x3585 

b) Promotional 

Jeanine Restivo 

X2735 


Marla Antonoff 

X3911 

Consumer Satisfaction 
Benchmarking 

Mtarla Antonoff 

X3911 


Renee Simons 

x3282 
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